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ADVERTISEMENT ILLUSTRATION 


(PART 1) 


IMPORTANCE OF ILLUSTRATIONS 


1. An illustration for an advertisement is a picture of some- 
thing, and the use of illustrations is a most important part of 
advertising. 

The power of pictures to convey ideas has been recognized 
as far back as history goes. Pictures furnish the most concise, 
accurate, and easily understood means of telling a story. A 
child can understand a picture story long before he can read the 
printed words, and the picture play is understood and enjoyed 
by audiences made up of people of different nationalities, 
many of whom may understand not a word of the language 
spoken by the others. The cartoonists in the newspapers show 
quickly and forcibly what the editorial writers take many 
words to tell. 

The approach to the human understanding is surer and 
quicker through the eye by means of pictures, than through the 
use of words. Pictures tell the whole story at once—the same 
to all. Words have to be studied before a mental picture is 
formed; and it is by no means sure that any two persons will 
form the same mental picture from a given description. Used 
in connection with words, the picture, like a beam from a search- 
light, illuminates the idea it is desired to bring out. 

For these reasons, the value of illustrations in an adver- 
tisement, when properly designed and made, can hardly be 
overestimated; often they are vital to its success. 
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FUNCTIONS OF ILLUSTRATIONS 


PURPOSES 
2. Illustrations in advertisements have three important 
functions; namely, (1) to convey a selling argument; (2) to 
attract attention; and (3) to show the article itself; and these 
three duties must be considered in the preparation of adver- 
tising illustrations. 


3. Showing the Selling Argument.—The most impor- 
tant object of an illustration in an advertisement is to show 
easily and quickly the selling argument of the article. It has 
been pointed out how an illustration can be made to do this 
better than if the same amount of space were used for type 
matter. The judicious use of well-planned illustrations saves 
explanation and saves going into great detail in the copy. 
Appropriate illustrations therefore are copy just as much as 
the type matter is copy. Fig. 1 is an instance where a picture, 
by contrast and comparison, gives a stronger argument in favor 
of the use of cement for road building than could be done by 
the use of type alone in the same space. 


4, Attracting Attention.—Another function of adver- 
tising illustrations is to attract attention. Illustrations used 
for this purpose may or may not show the article advertised. 
They may not even illustrate the copy or type story. The idea 
simply is to catch the eye of the reader. Great liberties are 
sometimes taken with illustrations designed for this purpose. 
For instance, the picture of a pretty girl is often used when it 
has absolutely no relation either to the product advertised or 
its use. An appropriate instance of the attention-attracting 
illustration is the use of pictures typifying such occasions or 
events as Christmas, Fourth of July, Thanksgiving, etc., or hap- 
penings of timely interest while they are fresh in the minds or 


~PORTLAND 
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Is Your Community On 
the Concrete Road 


—Or Off on the Muddy Side Trail ? 
ON’T be cut off from the world and its markets by 


impassable roads. Business flows in stronger streams where roads are 
good—where smooth, inviting Concrete welcomes traffic and trade. Prosperity 
follows where it runs. Property values are increased. 


Lehigh Concrete Highways are most econom- 
zca/—not only on account of reasonable first cost, but 
because there 1s practically no maintenance expense, and they last 
forever Many Concrete roads of the ancient Romans are in use 
today—splendid examples of the durability of Concrete 


Stand strong for Concrete and it will stand strong for you. 
Advocate its use for the sake of good citizenship and good business. 


One instance: A farm of 188 acres in Lee 
County, Virginia, offered unsuccessfully to one investor 
for $6,000 before roads were improved, was sold to the 
same man (with no improvements on the farm) for $9,000 after 
good roads were built. 

Concrete roads weld communities together—improve church 
and school attendance. 


Whether you are interested from the standpoint of an official, tax-payer, or community welfare, let us 
send you facts and figures proving why the Concrete Highway is the road for you, and why more than 
10% of all Cement used in the United States is Lehigh. Write for interesting, illustrated books today. 


LEHIGH PORTLAND CEMENT CO. 


Chicago, Illinois Allentown, Pennsylvania Spokane, Washington 


12 Mills — Annual Capacity Over 12,000,000 Barrels, 
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The Power 


of Protection 


Nations protect themselves against invasion by foes. States and cities protect themselves 
against law-breakers, against mob-violence, against robbery. Business men protect themselves 
against fire, flood or tormado. You insure your home and fumiture. You protect your family 
from possible want, by life insurance — but only twenty men in a hundred carry accident and 
disability protection. Are you among the twenty —or the eighty? Precaution cay.’! always 

revent accident. It can always protect you against Joss from disaster. Precaution is a 
aryland Casualty Company Equity-Value Policy. 


If accident should train its guns on you and send the shriekirfg shell of time and money 
loss into your home —added to the doctor's bill, would you be prepared to finance the 
disaster with the protection against these losses, or would you have to rob yourself of your 
savings? The man who is injured has always thought himself safe —until the blow fell. 
Don't go on takipg that chance. 


A premium (if in the preferred classes) of $3.50* will give $1,000 death benefit, 
in the event of accidental death. Or, $5.09 for each thousand of insurance for every 
week you are laid up. Cash sums of varying amounts are paid for loss of limbs, eyes 
and other permanent injuries. Fillin and mail coupon. It will bring you a sample copy 
of the policy you are interested in, with full information. Your signature involves no 
obligation, of course. 


MARYLAND CASUALTY COMPANY 


Baltimore, Maryland 


*Four Dollars in North Carolina, Florida, Mississtppl, 
Tennessee, Arkansas, Texas, Oklahoma and Missouri 


MARYLAND CASUALTY COMPANY 
18 North St., Baltimore, Md. 


Please send me a sample Equity-Value { pee } Policy and information, without obligation on my part 


Name__ 


Address : =— 


ome. 


City 
Occupation. 
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Hinges in the Hotel 


The modern hotel is a village under one roof, accommo- 
dating with its five hundred, a thousand, or more rooms an 
equal number of guests in comfort. Here can be measured 
the true value and service of hinges. In no other building are 
doors more important. 


The hinges which bear the name MeKinnev-vere made te 
serve where comfort and quiet 


ess ee Lar land doors, including the swinging, 

—igfolding == “‘around-the-corner” types. An illus- 
trated booklet on these sets and one on hinge selection will 
be forwarded upon request. 


McKINNEY MANUFACTURING COMPANY, Pittsburgh 
Western Office, Wrigley Bldg., Chicago Export Representation 


MCKINNEY 
Hinges and Butts 


Also manufacturers of garage and farm building 
door-hardware, furniture hardware and McKinney One-Man Trucks. 


These McKinney One-Man Trucks eliminate the need of extra helpers and cut trucking costs in half 
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It has come to supply the enormous demand for Sunshine Biscuits that our 


“Te largest bakery in the world has just been opened in New York City. 


bakeries in Kansas City, Minneapolis, Omaha, Dallas, St. Louis, Chicago 
and Boston were unable to fill. For the Sunshine purity and appetizing taste 


of Sunshine Biscuits have won their way into all parts of the world 


In every Sunshine Bakery Sunshine Bis- 
cuits are baked—not in the dusty air of the 
basement, but up in the sunshine on the top 
floor in scores of mammoth ovens. Every 
Process is performed in the sunshine which 
pours through myriad windows. That is 
why they are called Sunshine Biscuits. 

Perhaps to you the word Sunshine has 
been merely an attractive name for a biscuit. 
To us it stands for a principle, an ideal, an 
essential ingredient in every Sunshine recipe. 


Sunshine Bi: 
berless vari 


almost num- 
superior quality is 
as evident in Takhoma Biscuit (the Sun- 
shine Soda that breaks evenly in the center) 
as in the famous ine Specialties, which 
include those most tempting of Biscuit Bon- 
bons—Sunshine Hydrox, Sunshine Clover 
Leaves, S ne Tan San 
Sunshine Biscuits are delivered freshly 
baked to grocers everywhere. 


nk 


Joose-Wires Biscurr (omPANY 


Bakers of Sunshine Biscuits 


Woe 


“The Quality 
Biscuits of America’ 


N Ws S Wd 


751 Thomson Ave., L.1.C., New York 
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the public. Pig. 2 is an example of an illustration that is meant 
to attract attention. The discharge of a gun, and a battleship, 
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SILK GLOVES 


GL. \ 


| gece produces the finest kid gloves, as 
every one knows, but she sends to America 

fine silk gloves. 
Mohaw.” uk Glove - which A ik 
Glove of America"—worth tn. .cmbering 
to ask for by name wherever you shop. 


ee eee 
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Mohawk Silk Fabric Company 


Fultonville inthe Mohawk Valley NewYork 
Sales Offices: 257 Fourth Ave., New York City 


have nothing to do with insurance. The picture does not illus- 
trate a selling point. It serves only to attract attention. 
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5. <A further method of using an illustration mainly to 
attract attention is shown in Fig. 3. In this instance a large 
hinge is drawn high above the picture of a hotel. Of course 
the copy explains that the true value and service of hinges 
is measured in the many roomed hotel. While there is a con- 


FORD and FORDSON 
owners make speedy work 
of starting their engines 
with 

CHAMPION PRIMERS 

They are Time and Battery Savers 

Anecessity on Farm and 
Stationary engines, pumps, 
etc. 

Nearly a million in use 
giving satisfactory serv- 
ice. 

Sudden changes in tem- 
perature, damp or cold 
weather will cause you no 
delay after you have your 
engine equipped with 
CHAMPION PRIMERS. 
They are dependable. 

Install them NOW. 


Champion Spark Plug Co., 
Toledo, Oblo 


nection, the illustration is used more as an attention getter than 
to illustrate definite points of hinges. 


6. Another instance of an illustration which is designed 
primarily to attract attention is Fig. 4. An immense building 
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is pictured out of all proportion to its surroundings—as large 
as the city of New York, which is suggested immediately in the 
foreground. An illustration of this kind is meant, and is 
valuable, merely to attract attention by its great contrast. 
The illustration of course suggests an immense bakery, but the 
idea in mind during the making of the picture was mainly to 
catch attention for the copy. 


7. Picturing the Article.—Another purpose of illustra- 
tions is to picture the article itself. In the making of such 
illustrations it is most important that they be good and truth- 
ful reproductions of the subject. An illustration gives the 
reader his first and most lasting impression of the advertised 
article and the picture will be remembered long after the words 
of the copy are forgotten. For this reason a faithful illustra- 
tion is necessary. 


8. An example of an illustration that solely pictures the 
article advertised and does not show an argument or illustrate 
the article in use is given in Fig. 5. Another manner of show- 
ing the article itself is given in Fig. 6. In this a large spark 
plug is shown with the primer connected. The name of the 
plug is prominently shown as it is on the actual article and 
the use of the primer is plainly indicated. When the article 
alone is illustrated, it is always well to emphasize the name 
or trade-mark when possible, so readers may identify when 
purchasing. 


APPEALS MADE BY ILLUSTRATIONS 


9. Advertising Appeals.—When it is desired to induce 
a person to do something that he is not compelled to do, he 
must be persuaded; and this is accomplished by arguments of 
various kinds, depending on what is desired and the type of 
person appealed to. All advertising is persuasion. , 

The arguments used in advertisements are made to large 
numbers of people, and in order that a large proportion of the 
readers may be influenced by them, appeal must be made to the 
most fundamental and primary human characteristics. As has 
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15 minutes o 
Royal J 


Relaxation 


Said a famous physician, ‘‘American- 
itis, the result of high pressure living, 
is a menace to the health, happiness 
and efficiency of the present genera- 
tion of American people. To combat 
it every man, woman and child should 
relax at least 15 minutes daily.” 


Just Push the Button 

The Royal Easy Chair encourages perfect 
relaxation, It is “The World’s Easiest Easy 
Chair.”’ Pull out the exclusive disappearing 
Leg Rest. PUSH THE PUSH BUTTON, 
an exclusive Royal feature. Recline to a 
position of restful ease. Release the button 
and the back locks in that position. Every 
point of the body is supported. There is no 
strain, Royal Relaxation is complete, To 
change positions merely PUSH THE BUT- 
TON, and assume the position you desire. 
The back will follow you. Release the button 
and the back locks wherever it is. 


Many attractive modern and period 
designs. Oak or mahogany. Upholstered in 
fine tapestries, genuine leathers, rich velours 
and also in fabricated leathers, Quality 
throughout. Fully guaranteed. Sold by 
furniture dealers everywhere. Go today and 
have a demonstration. Booklet sent free. 


Royal Easy Chair Company 
Sturgis, Michigan, U.S, A. 


SS I DAO BD pe ee GE Be ap ep et 


ion leather in tan, plie 
or black, Deluxe Spring-leig 
Seat and Disappearing Leg 
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Potal Meonle 


demand satety 


A thorough investigation in a big eastern city proved to us that 
97% of gunless people do not possess a small firearm for home 
protection because they’re afraid of accident. The Colt Automatic 
is a direct answer to every man who knows he ought to have 
a weapon to protect himself and family, but who fears accident. 


THE (olt AUTOMATIC 


is always safe— makes itself safe automatically doesn’t depend on you 
to do that. When you cock it, the Grip Safety (see circle) automatically 
locks the action. It can’t “go off.” When you want to use a Colt, you 
just grabit and shoot. When you purposely pull the trigger, you auto- 
matically pressin the Grip Safety and then the Colt shoots, but nottill then. 
That’s why the Colt “fires the first shot first’””— you don’t have tomonkey 
with so-called safety devices— you simply shoot — quickly — instantly. 


Don’t be stalled off a COLT if you want the best 
gun—it costs youno more. Write for catalog 85. 


COLT’S PATENT FIRE ARMS MFG. CO., Hartford, Conn. 
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been shown this is often most effectively done by means of 
pictures. 


10. The proper appeal for each advertisement or illustra- 
tion must be carefully chosen so that it will have force with 
the particular individuals or class for whom it is intended. 


Roast Turkey with 
the Juices in 


Select a young, plump and tender bird. 

Dress, wash, season as usual, and spread, inside and 
outside, with softened butter, well rubbed in. 

Be sure to moisten the dressing thoroughly with 
bouillon made with Armour’s Extract of Beef and boiling 


water. Then stuff, truss and place on rack in dripping pan. 
Baste frequently with 7 


Lrmours 
EXTRACT o* BEEF 


—made into a rich gravy. This not only preserves the natural 
juices, but adds succulence and the appetizing flavor of Armour's 
Extract of Beef. 
To make Holiday dinners successful, use Armour’s Extract of Beef 
throug hout—a savory stock, sauce and seasoning for all sorts of dishes. 
Only one-fourth as much is required as of other meat stocks. 
Left-over portions of turkey may be utilized delightfully, with 
Armour's Extract of Beef — for Stews, French Hash on Toast, 
Fricandeau, PAté, Grilled Bones, and in Soup, 
Send to Armour & Company, Chicago, for their Cook Book, 
“Culinary Wrinkles.” It contains scores of useful cooking 
hints, and recipes for delightfully different dishes, 


ARMOUR anv COMPANY 
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The illustration of the turkey is more attractive than an 
illustration of a can of the extract would be 


The following are some of the appeals that have proved 
effective: 

The appeal to the desire for comfort, such as shown by Fig. 7. 

The appeal to the desire for safety and security, as shown by 
Fig. 8. 

The appeal to the appetite, as shown by Fig. 9. 


Cement is 
the Sinew 


ot a great building. When the towering 
skeleton has its steel bones embedded in 
solid concrete made of ALPHA Portland Ce- 
ment, the high-water mark of quality, it 
becomes a giant in strength—able to withstand 
wear, wind, water and fire 


The sinews might be nght with any cement, 
but you can be absolutely sure of their everlast- 
ing grip when ALPHA Portland Cement goes 
into the building, for ALPHA represents 24 
years of high quality policy In the ALPHA 
plants the chemists and chemical engineers are 
Feal bosses. They afe always on the job, and 
their word is law. They test hourly so as to 
insure the highest uniformity 

ALPHA represents the best that present- 
day knowledge can produce in a Portland Ce- 
ment. Specify ALPHA and be SURE! 


The six great ALPHA plants on six trunk 
line railroads have a capacity of 25,000 barrels 
daily or 9,000,000 barrels yearly. Storage for 
2,000,000 barrels, thus insuring prompt ship- 
ment of properly seasoned cement at all times. 


Send for the ALPHA Book No 16, giving 
valuable information about cement and con- 
crete work generally. This illustrated book 
tells how to do stucco work, how to build con- 
erete baris, silos, ice houses, and other small 
concrete buildings, walks, tanks, storage cel- 
lars, steps, etc 


Alpha Portland Cement Co. 


General Offices: Easton, Pa 

Sales Offices: 
New York Chicago 
Pittsburgh Buffalo 
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PORTLAND 


CEMENT 


REGISTERED TRADE MARK 
94 POUNDS NET—15j)4 


“Winter Sports at 
Chateau 


EE JTonrenac 


QUEBEC 
CANADA 


White, clean, vigorous sport and the spirit af 
good fellowship reign supreme at this hospit- 
able old Castle of Frontenac, in French Quebec. 


Days of keenest action in the dry, nipping air 
and sunshine; nights of cheer, color and life 
around the glowing logs in the great halls of 
the Chateau. Youth and merriment, music, 
dances and masquerades, 


In all the land there is no place for Winter 
Sports to compare. 


Triple chute toboggan slides on Dufferin Ter- 
race. Curling rink in the Palm Court of the Cha- 
teau; Ski jumping on Citadel Hill (150 yards 
from the hotel); open air skating rink right at 
hand; Curling Bonspiel in February; indoor Golf 
with professional instructor. 


All the niceties of appointments and service 
of a Canadian Pacific Hotel New-York-Paris 
cuisine. 

An easy comfortable trip via Montreal. 

Make up your party now. Reservations of 


CANADIAN PACIFIC HOTELS 


Canadian Pacifi- Building, 
Madison Ave. at 44th St., New York 


CHATEAU FRONTENAC 
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OMEN who 
W:: proud of 
their trim and dainty 
ankles buy Burson 
Fashioned Hose be- 
cause they fit perfectly 
and have no old- 
fashioned seams to 
offend theéye. Burson 
stockings are shaped 
in the knitting to con- 
form perfectly to the 
graceful lines of the 
leg. They hold their 
shape no matter how 
many times they are 
washed, and they wear 
a long time. 


BURSON 
Pishioned FR, e 


Strx- Cotton - Liste 
OTERCE RIZED 
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The appeal to logic and judgment, as 
shown by Fig. 10. 

The appeal to pleasure, as shown by 
Fig. 11. 

The appeal to pride, as shown by Fig. 12. 

The appeal to the money-saving instinct, 
thrift, economy, or desire for profit, Fig. 13. 

The appeal to a sense of home beauty, as 
shown by Fig. 14. 


11. The Appeal Must Be Kept in 
Mind.—These are not the only appeals, by 
any means. But those named will suggest 


How to Invest $1000 to 
Bring $70 a Year 


“Lhave $1000 to invest. How can I place ut to get 7% interest 
and sill be assured of — 
Complete safery of principal; 
Prompt and sure payment of principal and interest in ashy 
Freedom from red tape, worry and constant watching? 
today. They are 


This ts the problem many investors are fa 


arcdous to secure a good interest rate for a long term of years, 
and they want to know just which of the many securities offered 
will be the best, most convenient and safest. 


A new lasue of Strow eye offered at 7% provides the 
\. Th nds le 


o will give you $35 yearly—or y inv 
acy aera of $100. Wei ite today for our current offerings of 
safe 6% and 7% boods. Ask for 

BOOKLET A-805 


S.W. STRAUS & CO. 


STRAUS BUILDING-365 Fifth ar aot ek Si 


Teephone—V ] 
TMIRTY-NINE YEARS WITHOUT LOSS TO ANY INVESTOR ||, 
= 
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others. A direct object must be kept in 
mind in placing every advertisement before 
the public, and that object must be served 
directly by appealing to one or another of 
the primary human needs. An advertise- 
ment without a definite appeal belongs to 
the haphazard, hit-or-miss type, that almost 
invariably is a waste of time, energy, and 
money. Whenever the appeal decided on 
for an advertisement can be pictured, this 
method of illustration should be used. 


Tu TIFFANY © STVDIOS ii 


HE above illustration shows a Dining Room which was 

recently designed and executed by the TIFFANY 
STVDIOS. Our decorators are prepared to suggest simple or 
elaborate decorative schemes, and request the opportunity of 
consulting those interested in Interior Work of all kinds, includ. 
ing Cabinet Work, Furniture, Special Lighting Fixtures, Antique 
and Tiffany Rugs, Leaded Glass and exclusive selections of 


N Imported Hangings. Our new book on Interior Decorations 


LS 


and Furnishings sent upon request. 


LSS NSS 


N y 
\ & TIFFANY @) STVDIOS EalZ 


He 347-555 MADISON AVE, @R45™ ST,NEW YORK CITY, & 


CHICAGO OFFICE.ORCHESTRA BVILDING ~ BOSTON OFFICE. LAWRENCE BVILDING, 


Z 
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ADVERTISEMENT ILLUSTRATION 


shy 


WHEN AND HOW TO USE ILLUSTRATIONS 


CONDITIONS TO BE CONSIDERED IN 
ADVERTISEMENT ILLUSTRATION 


12. The following questions must be considered before 
proceeding to illustrate an advertisement: 
Is the advertisement one that can be made more effective 


by the use of an illustration? 


What character of illustration will be the best to use? 
What kind of paper will it be printed on? 
Will it be best to use a pen drawing, a wash drawing, or a 


photograph? 

What kind of engraving should be 
made for the illustration? 

What type of illustration will har- 
monize best with the other parts of 
the advertisement ? 

What space can the illustration oc- 
cupy? 

How many illustrations should be 
used ? 

What position or placing shall the 
illustration occupy in the advertise- 
ment? 

The answers to such questions as 


Modern painters always use 


Zinc 


That’s what makes them. modern 
painters. If your painter is not a 
modern painter, our little book on 
zinc will help you modernize him. 


Ask for booklet, ‘Your Move'* 


The New Jersey Zinc Company 
55 Wall Street, New York 


For big contract jobs consult our Research Bureag 
ec 
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these are explained on the following pages, and they must be 
considered in the preparation of every illustration. 


WHEN ILLUSTRATIONS ARE NOT NECESSARY 


13. 


It is well always to consider whether an illustration 


is necessary. There are many advertisements in which an 
illustration would be of little or no value—where an illustration 
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could not add to the selling argument or to the attractiveness 
of the advertisement. Fig. 15 is very well designed without 
an illustration. There is no good reason for using a picture 
here. An all-type advertisement, to be strong, as this one is, 
must be well laid out before it is sent to the printer. 

The arrangement and selection of type for such an advertise- 
ment require careful attention to produce an appearance that 


THE HIGHEST TRIBUTE 


A piece of machinery—that is what a 
motor car really is; but few owners 
like to think oftheircarsas machinery, 
so the ideal car must be an efficient 
piece of mechanism—so efficient that 
it withdraws attention from its faith- 
ful service by the very faithfulness 
of that service. What higher tribute 
could be paid to a motor car! 


Tre Haxrotps Motor Caz Company, New Yor 
Brooklyn, Stamford and Poughkeepsie. THE 
Extis Moron Car Company 
Newark and Trenton 


Pierce-Arrow 
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will stand out on the page. Fig. 16 is a rather good exam- 
ple of an all-type advertisement in which no illustration is 
necessary. In the case of a bank advertising for savings 
accounts in a popular medium a picture might profitably be 
used, if it would suggest the benefit to be derived from thrift. 
On the other hand, the same bank soliciting commercial 
accounts or offering bonds for sale, will do well to use plain, 
dignified, all-type advertisements. 
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OVERILLUSTRATED ADVERTISEMENTS 


14. In the illustrating of an advertisement it is always 
advisable to consider carefully just what should be pictured. 
It is a very easy matter to put too much into the illustration— 
to get so many details into the picture that the effect is con- 
fusing instead of definite, pleasing, and attractive. 


15. The happy medium in illustration is usually the thing 
to strive after. Neither too much nor too little detail should be 


has that crystal-like freshness and purity of design that recalls the 
Thanksgiving feasts of days of yore. It will make your Thanksgiving — 
table long remembered for its distinctiveness and charm. It is so beautiful it is worthy 
to be used on forma! occasions, yet so inexpensive you can enjoy it every day, Our : 
Book “Table Glass: and How To Use k’’ contains many beautiful suggestions, — 
Write for it. 2 ; 


EI 
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shown, nor should too many objects or ideas be included. Well- 
planned and well-designed advertisement illustrations must 
have the essential idea clear and easy to grasp. To produce 
illustrations that are clear and forceful, care must be taken 
at each step of their preparation, and every feature in the pic- 
tures must be put there because it has a bearing and a purpose 
in the finished result. 


16. An example of an advertisement that has too much 
illustration is Fig. 17. This is a glassware advertisement, but 
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the picture is such a maze of objects, details, and gray back- 
grounds, that the illustration is not effective. Fig. 18 is 
another example of overdoing the illustration. The copy, or 
reading matter, consists of hand lettering on a gray back- 


ground, and, making it still more difficult for the reader, a 
building is shown through the lettering, and a train of cars 
winds through the midst of the copy. 

The study of these two advertisements will show how danger- 
ous it is to try to crowd in too much illustration. 


WHEN THE PLAIN ILLUSTRATION OF THE ARTICLE IS BEST 


17. In many advertisements the picturing of the article 
itself, without any background, and not showing its use, is 
the best form of illustration. This is especially true where 
the article is of small size. 

Small articles are very difficult to show effectively when 
placed with surroundings, because proportions must be retained 


Sterling Silver Inlaid 
_ Spoons and Forks — 


Holmes & Edwards 
Inlaid Silver is different 
from ordinary silver plate, 
because the spoons and forks 
—the pieces in most constant 
service—are reinforced at 

wearing points by 


Silver Inlaid 


HOLMES & EDWARDS 
Trade Mark 


The Carolina pattern, one of the 
most popular ever produced, can 
be had in Silver Inlaid and also in 
a special high quality of plate with- 
out the inlay. 


Ask for Holmes & Edwards Silver 
at your dealer’s. 


Our new complete catalogue 
C-123, illustrating over seventy 
single pieces, and sets in dis- 
play cases, will be mailed you 
on request. 


2) GY pins 
Hotmest@dwavds 
International Silver Co., Successor 


Bridgeport, Conn, 
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between a small article and the other objects in the illustration, 
and the other objects are bound to dwarf it. 


18. In the advertisement of silverware shown in Fig. 19, 
the knife, spoon, and fork appeared very nearly actual size 
in the publication. These large pictures naturally brought 
out very clearly the various features of shape, pattern, etc., 


FETY 


THESIMPORTANT PART OF 
AN AUTOMATIC 


Suppose you place a pistol in 
your pocket, grip, under your 
pillow, or leave it in a dresser 
drawer, at full cock, without the 
common type of “safety” thrown 
on, or forget to unlock it in a sudden 
emergency ? 

Right here is where a COLT gives 
you the advantage over all other auto- 
matic pistols— 


IT’S AUTOMATICALLY SAFE! 


SAFETY 


A COLT is automatically 
locked when cocked (ready for 
/ instant use and positively safe 
| against accidental discharge). 
ACOLT isautomatically unlocked 
\ when you wish to shoot because the 
\ 


Grip Safety (see arrow) is automati- 


\ cally pressed in (without thought) 
\ when the trigger is purposely pulled, 

It can be fired only by the hand 
\ that holds it! 


No matter how many shorts a pistol! _ 
may contain, nor how rapidly they 
may be fired, there are two points 
more important— 

The quickness with which the first 
shot may be fired, and 

The safety with which the pistol 
may be kept ready for that first, 
quick shot. 

A COLT is QUICKEST and 
SAFEST. é 


Xx Ask your dealer to explain these COLT AUTOMATIC features, y 


If he can not, write to us. 
‘~ 
>. 
& 


Catalog No. 9 mailed free. 


COLT’S PATENT FIRE ARMS MFG, CO ug 
Hartford, Conn. re 
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which could not have been done were the’articles pictured on 
the table in relative proportion to other objects. 

Cut glass is another article that always shows best when 
pictured by itself. Here again the reason is that the shape 
and pattern, which are the most important features, must be 
brought out clearly and unmistakably. 
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19. Another article that is usually most effectively pic- 
tured alone is a revolver or pistol, as in Fig. 20. The construc- 
tion, shape, and mechanism are all-important in this case; 
and if the pistol were pictured small or in proportion to pos- 
sible surroundings, the all-important features, which the gun 
buyers invariably look for, could not be clearly shown, and 
the advertisement would lose the effect of some of the items 
that are of first interest. 


20. <A further example where the article itself is pictured 
most effectively when shown by itself is Fig. 21. The article 


Deal With Corns 


In This Efficient, Scientific Way 
Don’t treat them in the old ways— Simply do this: 


as our mothers treated Apply a Blue-jay plaster. Right 


theirs. from that instant 
; . you cease to feel 
Don’t pare them. theconis 


Don’t use liquids. 
Don’t use = cient In 48 hours take off the plaster and 
forms of plasters. lift out the corn, No pain, no soreness, 
A famous chemist 00° discomfort. And the corn is gone 
has evolved a way to for good. 
terminate a corn. It seems almost impossible. Yet 
And that way now is 35,000 corns a day-are taken out in this 
used toend a million way. And you can prove it in two 
corns a month. days, at a cost of 15 cents. 


Ain the picture Is the soft B & B wax. Itloosens the corm 
B stops the pain and keeps the wax from spreading. 

wraps around the toe. It is narrowed to be comfortable, 
D is rubber adhesive to fasten the plaster on. 


Blue-jay Corn Plasters 


Sold by Druggists—15c and 25¢ per package 
Sample Mailed Free. Also Blue-jay Bunion Plasters. 


Bauer & Black, Chicago and New York, Makers of Surgical Dressings, ete. 
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shown in this illustration is so small that, if it were shown in 
use or with any surroundings, it would have to be so small that 
its main features would not be distinguished. This advertise- 
ment instances the best possible manner of illustrating such 
an article, and this illustration would be very difficult to improve 


upon. 


21. Fig. 22, a newspaper advertisement, illustrates a vase. 
The illustration here is handled well. It is good because it is 
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simple and direct. The detail is cut down as much as pos- 
sible without affecting the value of the picture, and all unneces- 


RNAMENTAL Vases, Pic- 
tures, Bronzes, Statuary, 
Sheffield Silver, Antique Furni- 
ture. There are so many fine 
things at such a wide price-range 
that you can surely fill every pos- 


sible gift-need in this one shop. 


THE ROSENBACH 
GALLERIES 
1320 Walnut Street 
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sary detail is eliminated. The article is shown light on a dark 
background, which is one of the better ways to treat a news- 
paper illustration. 


HARMONY OF TYPE, ILLUSTRATION, AND SUBJECT 


22. Every illustration should harmonize with the type and 
border in the advertisement. The illustration can be too heavy 
or too light for the rest of the advertisement or it may be placed 
improperly for the best effect. 

With light-faced type and lettering, it is always advisable 
to use an illustration that is light in tone. Where heavy type 
and borders are used, the illustration likewise should be heavy 
in tone. If the picture and the type do not harmonize in tone 
value, one will offset the other to the disadvantage of the 
advertisement. 

For example, in an illustration of a piece of silverware a 
light border and light-faced type would be most appropriate. 
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In an advertisement of a traction engine, the whole advertise- 
ment should signify strength, with a heavy-border treatment, 
heavy type, and an illustration that signifies strength and bulk. 


ne 


(NAIL AA ARS UAT a SS ERE TUS PLATE RUS SA 


THREE HUNDRED SELECTED ANTIQUES 
AND CHOICE ODD SPECIMENS OF FINE FURNITURE 


HIS Collection 1s comprised of Tables, Chairs, Sofas, Desks, 

Tapestries, Screens, Lamps, Pictures, Porcelains and Embroideries, 
offered at exceptionally low figures for such objects of art (prices ranging 
from $25 to $5000). They become most welcome Christmas gifts, 
practical in purpose and of enduring charm. 
Collectors and lovers of classical furniture will find this an extraordinary 
opportunity —extraordinary in that the articles are unsurpassed in excellence 
of character and design at prices uninflated by competitive bidding. 
These three hundred objects of art have been grouped in a large gallery, 
and the prices clearly marked —thus the uncertainties of condi ition, quality 
and price such as frequently attach to purchases made under less favor- 
able conditions, are completely eliminated, 
This sale 1s quite as important as many of the so-called “collectors” sales, 
but is offered under the usual commercial conditions permitting of un- 
hurried selection and uncompetitive ‘conditions as to price. 


igs een ge 


Ai 
i ac 


a ERAT 


Fic. 23 


23. In Fig. 23 the cut and the type harmonize. The 
whole advertisement hangs together well. No one part over- 
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shadows another. For this illustration a pen drawing was used, 
and the type was well chosen for use in newspapers. Fig. 24 
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c/l marriage of 


althanv 


t Watches 


for the Bride and Groom 


Wedding gifts which are at once beautiful, 
useful, and appealing equally to the bride and 
groom, are rarer than a day in June. 

To persons of taste, we commend this new 
Waltham idea, the mere description of which 
is sufficient praise. 

We have arranged combinations of high- 
grade Waltham movements in corresponding 
cases and in suitable sizes, the pair being 
contained in an exquisite leather box which 
can afterwards be used as a jewel case. (The 
man’s watch shown in the illustration is open- 
face but the back of the case is shown to in- 
dicate the engraving). The scts complete 


range in price from $100 to $400. 

Time is the stuff that life is made of, and 
what wedding gift could be more suitable for 
those who are to spend their lives together 
than timepieces which beat as one? Among 
other wedding gifts this Waltham combina- 
tion will be noteworthy, original, distinctive. 

If your jeweler has not yet secured any of 
these sets, we request that you write for our 
free booklet. We will also take pleasure in 
arranging for you to see the actual sets, if 
desired, without any obligation on your part. 
When writing please mention the “‘Bride and 
Groom"’ booklet. 


For a graduation gift do not forgel the supremacy of the Waltham (Riverside) Watch. 


“Waltham Watch. Comp any 


| 


Waltham, Mass 


ere a 


Fic. 24 
is another good example of harmony in a full-page magazine 


The type, lettered headline, signature, and 
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border are in harmony with the illustration of the watches and 
cases. For the illustration here a photograph was used. 


24. The foregoing applies to harmony between illustration 
and the rest of the advertisement. There is another harmony 
that the illustrator and maker of advertisements must watch 
for. That is between the appearance of the advertisement 
and the nature of the subject advertised. In advertising lace, 
for example, it would be well to use a light border, if any at all, 
and a light-faced type. Accompanying these should be an 
illustration that is light in tone—in harmony with the type, 
and in keeping with the subject of the advertisement. On 
the other hand, in an advertisement of a hydraulic press, the 
very nature of the subject demands bold, strong treatment 
throughout the advertisement. This can be accomplished by 
the use of strong borders and heavy-faced type, with a properly 
harmonizing illustration. 


THE NECESSITY OF ACCURACY IN ILLUSTRATIONS 


25. One of the highly important essentials of advertising 
illustration is accuracy. The convincing illustration is the one 
that is a simple, direct, and faithful reproduction of the article 
advertised. That the consumer is a sharp critic of pictures 
of merchandise he is about to buy is an established fact. Pur- 
chasers of goods, the persons who are going to pay money for 
something, are interested in good, simple, truthful represen- 
tations of the article. They are not at all interested in pretti- 
ness, gingerbread decorations, or frills and filigrees. 

In choosing illustrations it is well to place yourself in the 
position of the reader of the completed advertisement, get in 
the frame of mind you want him to have, and take a good look 
at your illustration. The little things in an illustration very 
often are the most important. Knowing what to leave out 
of an illustration, as well as what to put in, is what makes a 
successful picture. Knowing when to stop work on a drawing 
is what the successful illustration demands. The essential 
details must be put in faithfully, and then nothing else. Too 
much or too little detail can make or spoil a picture. 


28 ADVERTISEMENT ILLUSTRATION § 28 


26. In deciding on the nature of the illustrations to be used, 
the following points must be considered: What types of pic- 
tures are best to use in the publications in which the advertise- 
ments are to appear? The readers of farm journals, trade 
papers, women’s papers, newspapers, and high-class magazines 
have quite different viewpoints regarding illustrations. 

The line of reasoning to be followed by the artist and 
advertisement writer in deciding on the nature of the pictures 
to appeal to different classes of readers takes up the questions: 
Do these readers and buyers discriminate between accurate 
and untrue pictures? Do they pass upon small details in the 
pictures? Do they prefer attractive pictures, or pictures that 
show the article in a practical, faithful way? What details 
would be a detriment to such illustrations? 


27. Careful analysis of this matter has proved that the 
buyer is interested in small details, faithfully rendered. 

A woman is critical about illustrations of wearing apparel, 
or articles used in her home. A farmer is critical about illustra- 
tions showing farm implements and livestock. A business 
man is a sharp critic concerning illustrations of an article or 
product he is asked to purchase. If a farm wagon is to be 
pictured, it is most important that bolts, rods, and other small 
parts be shown correctly. Even the striping of the paint wiil 
be criticized if it is not right. 

It must be remembered that readers of farm publications, 
for instance, are away off in the small villages, small towns, 
or on farms in the country. They cannot see the articles 
themselves as exhibited in the storerooms of the makers or 
distributers in the big cities. They buy from word descrip- 
tions and even more from pictures. They do not want an 
idealized picture. They depend on an illustration to show them 
the article just as it is. When such purchases are made, the 
article must measure up to the illustration through which it 
was bought, for almost invariably the article will be compared 
with the picture detail by detail when it is received. In other 
classes of publications, the important details may not be the 
same ones, but those that are shown must be true. 
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RESOURCES AVAILABLE FOR ILLUSTRATIVE 
PURPOSES 


28. Ideas for illustrations are generally expressed or worked 
out in the manner here briefly described. The various engraving 
processes are described in detail in Engraving and Printing 
Methods. 


29. Black-and-White Reproductions.—For subjects 
that are to appear in black and white, both zinc etchings and 
half-tones are used. For zinc etchings, the copy to be repro- 
duced may consist of either pen drawings, or crayon drawings 
on a specially prepared paper called Ross board or upon any 
drawing paper having a rough surface that will give a distinct 
grain. 

To make half-tones the copy for reproduction may be either 
photographs, drawings made in wash or body color, or oil 
paintings in black and white; sometimes the object itself may 
be reproduced directly, lace and similar flat subjects that require 
no special retouching being suitable for this method. 


30. Wood Engravings.—Another means of representing 
a subject in black and white is the use of woodcuts, which are 
most suitable for printing on cheap grades of paper when large 
editions are to be run. Woodcuts can be engraved for printing 
on all grades of paper. Ifa woodcut is wanted, a photograph 
or drawing must be furnished to the engraver. 


81. Color Reproductions.—The kinds of material to 
furnish for three-color and four-color half-tone reproductions 
are water-color drawings, and oil paintings in color. Natural 
objects selected with proper judgment can be reproduced direct; 
rugs, tapestries, vases, etc. can be successfully illustrated in 
this way. The best results from half-tone color plates are 
obtained in printing on high-grade white coated paper. 

Illustrations and designs are often printed in two or more 
colors of ink. Color plates for such work may be made by using 
a photograph or a drawing as an original and furnishing the 
engraver with a colored sketch showing the parts that are to 
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be in the respective colors. Separate printing plates will then 
be furnished for each color, unless some of the tints can be 
obtained by the overlapping of two or more colors. These 
plates are not necessarily composed of solid masses, but cer- 
tain parts, when desired, can be broken up into tones or tex- 
tures by the use of the Ben Day process. 

Plates made by the Ben Day process may be made to print 
on a very cheap and coarse grade of paper if the proper film 
tint is selected. 


32. Choice of Process.—In selecting an engraving 
process, it is not enough for the writer of advertisements to 
consider whether the illustration shall be a line engraving or a 
half-tone. He also must decide whether the illustration shall 
be simple in outline, shaded, mass-shaded, silhouette, or other- 
wise. Naturally it would be very satisfactory if the writer 
of the advertisement always could decide these points definitely 
for himself. If he is not sure of his ground, however, it will be 
better for him to seek the advice of a good engraver. Any 
firm that produces cuts for commercial purposes can give valu- 
able hints on this subject. Every large engraving company 
employs experts who know which method is best suited to each 
purpose. Some of these concerns furnish prospective cus- 
tomers with drawings for approval, and any of them will supply 
samples of their work. 


PRINTING CONDITIONS INFLUENCE STYLE OF 
ILLUSTRATIONS 


33. Illustrations for High-Class Publications.—One 
of the first thoughts that should be given to illustrations should 
be, in what class of publications will they appear, or on what 
kind of paper will they be printed? 

In high-class magazines or catalogs, the quality of paper and 
printing is such that illustrations to be used in them may be 
made by any of the usual methods, such as pen-and-ink draw- 
ings, wash drawings, photographs, etc. 


34. Illustrations on Uncoated Paper.—Publications of 
the cheaper class, such as farm papers, newspapers, etc., are 
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printed with cheap ink on rough, uncoated paper, by high- 
speed presses, and if the illustrations are not prepared to meet 


Biggest Stumps Pulled 
For4c Each= Ins wiurtes! 


Hercules arte ce. 1394 ‘Zend St. | 
Centerville, fowa 
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such conditions, they will not print well and will fail to do jus- 
tice to the article or the salesidea. Asa rule, the only illustra- 
tions that are satisfactory for such work are woodcuts, or 
etchings made from pen drawings, and even in them it is well 
to avoid what are called tints, made by a series of fine lines 
placed close together, for they are liable to fill up in printing. 


385. With fine quality of presswork, an illustration made 
from a photograph or wash drawing may be printed success- 
fully on some kinds of uncoated paper, but with the paper and 
treatment found in newspapers, farm papers, and such pub- 
lications, it will be only a smudge on the page. Fig. 25 shows 
an advertisement taken from a farm paper, and the two illustra- 
tions are printed from half-tone 
cuts made from photographs. The 
stump puller in the lower left-hand Pull 
corner is not clear in detail, and at Stumps oes 
the right the picture of the stump uote tem ome 
partly pulled from the ground con- ee 
veys little to the reader, for neither 
the stump nor its surroundings can 
be plainly distinguished. 
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36. Effective Use of Wood- 
cuts and Pen Drawings.—Fig. 26 is another farm-paper 
advertisement of a stump puller. It is smaller than that in 
ILT 467-11 


32 ADVERTISEMENT ILLUSTRATION § 29 


Fig. 25, but the illustrations are far more effective. A woodcut 
is used to show the stump puller, and the picture of the stump 
is a zinc etching from a pen drawing; both pictures are very 
sharp and clear and the necessary details stand out. Such cuts 


The first motor- 
cycle to go 100 
miles an hour 


SS 


‘Only $150 for this. 
Excelsior Auto-Cycle 


Never before has a motorcycle of Excelsior quality been sold for 
anything like this price. Only a few of these specially priced machines are left. 
te foe newly hot and ae — quality in aa eG 
er from our models costing almost twice as much ina few 
minor points. They were made for orders received late last EXCELSIOR 
World’s Records 


season but held over because of non-arrival of certain materials, 


Write quick for folder 


describing these bargain Excelsiors. The control of motor is 
centered in the handle bars. The single cylinder motor is the 
most powerful of its type ever putin a motorcycle. Same stock 
design as used in Excelsior record-breakers—see panel at right. 
Has the free engine clutch, same as in all Excelsior motor- 
cycles. Entire frameconstructionre-inforeced. Write for spec- 
ial folder—get the facts—then get busy if you want a motor- 
cycle with a famous name and wonderful speed for only $150, 


Excelsior Motor Mfg. & Supply Co. favo miles. 2222222 
Department C Chicago, Illinois §Few territories open 
for live agents 


Fic, 27 


will print well on any grade of paper, and when properly made 
will show the article advertised in detail, exactly as desired. 


Wie Photographic llustrations on Rough Paper.—By 
the use of a very coarse screen, photographs and wash drawings 
tay be reproduced by the half-tone process so as to be printed 
on uncoated paper; but satisfactory results are rarely secured 
by this method, for the coarse screen breaks up the picture 
into dots, or printing surfaces, that render good detail impos- 
sible. If to avoid this effect a cut with a fine screen is used 


Awarded Perfect 


Scores in 


National Endur. Contest 
Western Dist. End. Contest 
Lake Dist. End. Contest 
Savannah End. Contest 
Los Angeles End. Contest 
Peninsular End. Contest 
Linden End. Contest 
North Shore End. Contest 
San Francisco End.Contest 
N. Y. Quarterly Trials 
Cleveland 3-day End. Run 
New Jersey 24-hr.End.Run 
And Many Others 


The Most Coveted 


Trophy Ever Won 
By Any Motorcycle 


| Bas diamond medal was awarded a Harley- 
Davidson when it won the National Endurance 
Contest held by the Federation of American Motor- 
cyclists. So exceptional was the showing the Harley- 
Dayidson made that the judges not only awarded it a 
diamond medal and a perfect score of 1000 points, 
but in addition, because of the super-excellent perform- 
ance, gave it a plus five, or 1000+5 score in all. This 
is the first and only tme any motorcycle has been so 
honored. It was a fitting tribute to the quality of the 
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and proved its absolute reliability and durability, as no 
amount of minor records could. 

Harley-Davidson dealers everywhere are demonstrating its 
many features, among which are the Ful-Floteing Seat and the 
Free-Wheel Control, exclusive patented features, which make 
the Harley-Davidson “the comfortable motorcycle.” 


Ask your dealer for a demonstration, or write for catalog. 


HARLEY-DAVIDSON MOTOR CO. 


Producers of High-Grade Motorcycles for eleven years. 


741 A Street MILWAUKEE, WIS. 
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on such paper, the spaces between the dots fill up with ink and 
all detail is destroyed, leaving only a black smudge. 


838. A vignetted half-tone should never be used under such 
conditions as are found in newspapers, farm papers, or any 
publications that use uncoated paper, as the vignetting cannot 
be properly printed on such paper. Fig. 27 shows an outlined 
and vignetted reproduction of a motor cycle, taken from a farm 
paper. The various parts of the machine appear indefinite 
and the features that would interest prospective buyers are hard 
to distinguish. 

Fig. 28 shows a reproduction from a pen drawing of a motor 
cycle, also from a farm paper. The vast difference between 
these two illustrations is apparent. The pen drawing shows 
plainly each working part; there is no half-tone screen to con- 
fuse, and even the small details are easy for the eye to grasp. 


THE USE OF COLOR ILLUSTRATIONS 


39. The use of color illustrations in advertisements assures 
a natural reproduction of the merchandise, and gives such 
advertisements prominence over those printed in black only. 
A large number of advertisers use illustrations in color in 
magazines and other publications that are printed on coated 
paper. 

The most satisfactory color illustrations are produced by 
the three- or the four-color half-tone process, from photographs, 
paintings, or wash drawings. By the use of this process any 
article or product may be shown in its natural coloring. Indoor 
or outdoor scenes may be reproduced faithfully. Articles of 
many colors, such as rugs and wallpaper, can be pictured 
successfully. The cost for engravings for such work, however, 
is many times greater than for one-color printing, and the rates 
charged by magazines for printing color illustrations on covers 
and inserts is usually much higher than for advertisements 
in black ink only. 

For example, in the Ladies’ Home Journal a page advertise- 
ment printed in black ink only costs $6,000 for one insertion; the 
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same advertisement in colors will cost $8,000; a page advertise- 
ment in Hearst's Magazine, printed in black ink on the inside 
pages, costs $1,200, and the back cover in colors costs $2,200, 
in each instance, for one insertion. The center double-page 
spread in the Saturday Evening Post is $12,000, whether in one 
or two colors. 


40. In publications not using coated paper, the best results 
with color illustrations are secured from color plates made 
from pen-and-ink drawings by the Ben Day process; photo- 
graphs or wash drawings cannot be used for this purpose. 
Very good color effects may be secured from such plates, yet 
they do not give the fine detail or fine gradations of color 
that are secured with the three- and four-color half-tone plates 
printed on suitabie paper. 


ILLUSTRATIONS FOR NEWSPAPER 
ADVERTISEMENTS 


41. Because of the paper and printing processes used, the 
limitations of which have already been explained, simplicity 
is always advisable in newspaper advertisements. The illustra- 
tions best suited to newspaper conditions are made from pen 
drawings, with strong outlines and heavy solid-black shadow 
effects, any fine-line shading that may fill up in printing being 
carefully avoided. 


42, Fig. 7 is an example of good treatment of an illustra- 
tion for newspaper advertisements. ‘This illustration, which 
is from a pen drawing, will print well and give a strong, con- 
trasty picture. Greater prominence is given to the automobile 
under this treatment than could have been given if it were 
shown by either a photograph or wash drawing. 

Fig. 29 is another good type of newspaper illustration. In 
this is shown a package in a clear-cut manner. No fine or 
unnecessary lines are used. The lower part of the illustration 
is simple and strong. A heavy outline is used, with some solid 
blacks and stipple, or dots, for shading. This kind of illustra- 
tion always prints well in newspapers. 
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43. The successful illustration of small newspaper adver- 
tisements involves the overcoming of difficult conditions. For 
instance, a l-inch single-column advertisement in a news- 


Bread and butter P22 
and brown sugar 


Remember how you used to like it when you 
were young? Nowadays the kids don’t have it 
as often as they should, because of the price of 
butter. Give them 


ArmoursSilverchurn 


Oleomargarine 


under the brown sugar- and 
you won't have to stint them 
on this. delicious lunch. It is 
sweet, rich, wholesome and 
inexpensive. Costs less and 
tastes better than most butter. 


ARMOUR +4: COMPANY 
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paper occupies a space 2} inches wide by 1 inch deep; and this 
is on a page that generally is about 18 inches wide by 21 inches 
deep and filled with all sorts of advertisements, none of which 
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can be forecast, but which undoubtedly will overshadow the 
little l-inch space, and render it difficult to make the small 
advertisement stand out. It is decidedly more difficult to 
make an effective showing in l-inch space in newspapers than 
in magazines, because the newspaper page is so much larger 
than the magazine page. 


SMALL ADVERTISEMENTS THAT DOMINATE 
THE PAGE 


44, Itis more difficult to originate a good design for a small 
advertisement than for a large one. One of the reasons is that 
the user of small space, in order to tell his story, often feels 
compelled to crowd so many words into it that a striking illustra- 
tion and bold arrangement of type are impossible. The small 
advertisement, to be 
strong, must not contain 
too much type, and the 
illustration must be a4 & \ 
simple. Good gardeners 


are those who 
raise good flow- 


45. Stren gt hin Ui ers and vegetables. Good 
small advertisements is i fy flowers and vegetables come 
| from good seeds. 
often secured by the use # duce good seeds—the infer- 


@ ence is obvious. For sale 
iB everywhere. 
Y" 
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of strong, simple border 
treatment, with or with- 
out an illustration; a 
good example is shown 
in Fig. 30. This adver- 
tisement has a specially 
drawn border, a hand- 
lettered heading, and its printed size was one column wide by 
2 inches deep. It dominated a large page containing numer- 
ous advertisements and is a very good example of the judicious 
use of small space. 


AG. Fig. 31 is another good example of a small, well- 
designed, illustrated advertisement that appeared in a size 
one column wide by 34 inches deep. The placing of the 
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Experiment 
Stations 


that corn fed from the silo is 
worth about 20c per bushel more 
than corn fed from the crib. Send 
for our free Feeding 
Table showing Experi- 
ment Station results 
feeding silage vs. non- 
silage rations. Also ask 
for free catalog on the 


Natco Imperishable Silo 
‘‘The Silo That Lasts for Generations’’ 


It preserves ensilage perfectly in all parts through coldest 
winters and driest summers. Strongly reinforced by bands 
of steel laid in the mortar, Proof against storms, moist 
ure, frost, fire and vermin. Thousands in use. Write 
today forthe Feeding Table and for Catalog W, Free. 


National Fire Proofing Company 

Organized 1889 Pittsburgh, Pa. 
Syracuse, N. Y. 
Huntington, Ind, 

Madison, Wis. 


Philadelphia, Pa. 
Bloomington, Ill, 
Lansing, Mich. 


Fic. 31 


ADVERTISEMENT ILLUSTRATION 


§ 29 


picture of the silo break- 
ing through the circular 
border shows very good 
judgment on the part 
of the illustrator. The 
lines of the circle carry 
the eye to the object 
breaking through the 
circle, in this manner cen- 
tering the interest on 
the illustration. 


47. Fig.32isa small 
advertisement that will 
be seen anywhere. In 
this a picture of an apple 
is used at either side of 
the space. This adver- 
tisement occupieda 
space two columns wide 
by 2 inches deep. Be- 
sides picturing the fruit 
advertised, the apples, 
placed as they are, assist 


in forming a border design that assures prominence to the adver- 
tisement and attracts attention because of its directness, sim- 


plicity, and boldness. 


! Stark Delicious . 
Always Shows a Profit 


The ‘greatest apple in the world"’ tops the market. 


There's satisfaction 


in growing it, because of its unequalled qualjty; and money, because of the de- 


mand for it. The man who has an orchard made up largely of Stark Delicious worries 


less about his other crops. 
money-maker in Stark Delicious 


The practical fruit grower knows that he has a reliable 
Give it a place in your orchard right away 


Write quick for New Wholesale Catalog showing Stark Delicious, Stark 


Early Elberta, and all fruits and ornamentals. 


Eastern growers address 


Stark Bros., North Girard, Pa., or Dansville, N. ¥, Western growers 


address only 


STARK BROS., Box 79, LOUISIANA, MO. 


(Tome of Stark Delicious) 
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freel y Py ae 
wheteved your 
favorit dfinks are 


$ add a novel 

touch ol oftdjinal daintiness 
to ever bbjre Jestivity A 
of 500 for 

ray be obtained 

gost from your 
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Jim Henrys Column} 


The Truth 


I suppose the reason people are so discreet in 
telling the truth is because it is usually the 
part of a statement whick is most doubted. 


A man wrote me the other day that he 
believed everything else I have ever said 
about Mennen Shaving Cream because he had, 
proved it, but that he nevertheless still rates 
me a first-class liar because I keep insisting 
that Mennen’s works as well with cold 
water as with hot. He said he hadn't tried 
it and wasn’t going to but it didn’t stand to 
reason that a cold water shave could satisfy 


No doubt thousands of men refuse to 
take my word for it that Mennen’s does not 
have to be rubbed in with fingers—shouldn’t 
be rubbed in—is actually less efficient when 
rubbed in. 


Just because of their skepticism these men 
go on, morning after morning, mussing 
themselves all up, getting pajama sleeves 
full of lather and irritating their skins with 
finger friction, when a single trial would 
convince them that Mennen brush-built 
lather will so prostrate a beard that a heavy 
duty razor actually loses traction and skids 


While we are on this subject of truth in 
advertising I want to express an abstract 
thought. What chance would I have to get 
away with claims for imaginary virtues of 
Mennen’s? Advertising doesn’t hvpnotize 
your beard nor anzsthetise your hide: 


As a matter of fact, any favorable 
impression which my moderate statements 
may have established 
in your mind will 
seem almost negative 


compared to the 
~  actualities of your first 

MU Veron Fee joyous shave with 
Mennen’s. 

Jaleum As children say, I 

in haven't told you the half 

of it Why not send zo 

Ae @ dotsn' cents for my demonstrator 


t 
tube and end the 
suspense? 


° 
bore 


(Mennen Salesman) 


‘THe Mennen Company 
Newark, A.J. U.S.A. 
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ILLUSTRATIONS THAT ECONOMIZE SPACE 


48. Economy of space may be accomplished in several 
ways—by giving a figure a little different pose, or by omitting 
some part that is not needed. Fig. 33 shows one method by 
which a saving may be accomplished and is a good illustration 
of the particular selling point without showing the whole figure 
ofawoman. This is a good example of the judicious use of an 
illustration in a small space, and it should be studied closely 
to make clear the method used in bringing out the excellent 
demonstration of the article while cutting out unnecessary 
features from the illustration. Observe carefully how most of 
the figure of the woman was excluded. Only the part of her 
body necessary to make the picture understandable is included. 
Fig. 34 illustrates another method. In this advertisement 
enough of the package is shown so that the reader will clearly 
identify it. 


49. Odd-shaped illustrations often may be used to 
economize space. One of the most striking methods of securing 


the odd effect is to place the article advertised, alone or in use, 
as a border for the copy. 

Fig. 35 shows the article advertised used as a border. This 
makes a very unusual and effective illustration. Fig. 36 is an 
illustration showing the article in use. This illustration shows 
the article advertised, the manner of using, and at the same 
time serves as an effective and unusual border for the copy. 
Fig. 37 is another instance where the illustration, the subject 
of the advertisement, is used successfully for a border. It is 
effective because it pictures the book, gives an odd shape to the 
advertisement, and forms a background, with good contrast, 
for the type. Much detail would destroy effectiveness here. 


—the Soap- Cleaner 
for Aluminum and All 
Other Household Uses 


Experts in aluminum—the manufacturers themselves, 
whose entire business depends on your getting the most 
satisfactory results from your aluminum ware—they tell you 
to use Orona. 
Orona is free from any acid or alkali—yet removes the most 
stubborn stain. No matter if the spots are ‘‘baked-on” and 
“burned-in,’”’ Orona makes your aluminum dishes like new. We 


guarantee this. 
If you visit San Francisco this year, you will find Orona 


selected for the Model Kitchen at 


the Panama-Pacific Exposition 


And you will also find Orona in the model kitchens of thou- 
sands of good housekeepers all over the country. Notonlyin the 
kitchen for every kind of ware, but throughout the entire house. 

A-touch of Orona wipes away that ‘‘high-water mark”’ left 
in the bath-tub, without dimming the finest porcelain 
finish. Windows, mirrors, walls, floors, furniture 
—no task too hard for Orona, no surface too 

‘elicate. Suitableeven for cleansing the hands. 


Get a box of Orona at almost any store, 
10c. Or send us 15c to cover postage— 
mentioning your dealer’s name—and we 

will send you a box for trial. 


Enclose 10c additional if you wish a sample box of 
O. M. C. Alumishine, a splendid polish for the 
outer surface of aluminum ware, gold, silver 


and other metals. 
ORONA MANUFACTURING CO. % eee ee RELERME 
BOSTON = ease ‘ 
U.S.A. 
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The Best Way to Buy a 
Standard Book is to Get The 
Everyman’s Library Edition 


This insures youa firmly bound, well-printed 
volume, in a binding uniform with others that 
you may buy later on, The price is so low 
that it would not be possible were it not that 
the .books in Everyman’s Library are those 
which will sell in large quantities every year 
as long as the English Language is read, 


EVERYMAN'S 
inte LIBRARY “" 


7Oc 35c 


Everyman's Library is an institution that every book- 
lover should know and patronize, It is the result of a 
publisher's idea to put out the best books of all times 
and all languages in a form to fit the hand and a price 
to fit the pocketbook of all people. 


Sold by Dealers or whereno desler Sold by Mail 


can supply 

The specimen titles on this page will give you an 
idea of the scope of Everyman's Library, Let your 
bookseller show you a volume. To be appreciated these 
books must be seen, Get a complete list of titles from 
your bookseller or from us, It will show you how to 
obtain, at a low price, books that you have always 
wanted toown, If you are not near a bookseller, orderdi- 
rect of us, one of the volumes listed in this advertisement 
which will prove the value and beauty of Everyman's, 


Write for Illustrated Descriptive Booklet 


It tells all about Everyman's Library—what a great institu 
tion it is, and describes the book, With it ond a complete 
list of the volumes now published in Everyman's Library, 


E. P. DUTTON & CO. 
31-33 West 23d Street New York City 
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Marble Faun—Hawt 
The Vicomte de Bra 
3 vols. Alexandre Dumas 
Piers Plowman—W. Langland 
Auas of Literary and Historical 
America—).G_ Bartholomew 
A Doll's House—Henrik Ibsen 
History of Queen Elizabeth's 
Reign—Svols. JamesAnthony 
Froude 
Arthurian Tales and Chronicles 
—Wace and Layamon. Edited 
by Lucy A. Paton 
Toilers of theSea—VictorHuro 
Treasure Island—R. L. Steven- 
son 
Waverly Novels—25 vols. Sir 
Walter Scott 
Handy Andy—Samuel Lover 
Modern Painters—S vols. J. 
askin 
Koran, Translated by J. M. 
odwell 
Works of Charles Dickens— 
22 vols. 
Hypatia—Charles Kingsley 
Tales {rom Shakespeare — 
Charles and Mary Lamb 
Leather Stocking Tales—Svols, 
J F Cooper 
Poems and Sones—Burns 
Mill on the Floss—Georee Eliot 


[So 


% Sera 


Poetical Wks 
Don Quixote rvantes 
Bible in Spain—George Borrow 
Should order any of these books direct 
add Se postage for each volume, 


E.P. 
DUTTON 

& co. 
31-33 W, 23d St. 
New York City 
Please send me your 
criptive booklet of 
veryman's Library and 
complete list of titles, 


City vseervareren 


I buy books from 
No ageat or 
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STRIKING BORDER EFFECTS 


50. The advertisement with an unusual and odd-shaped 
or striking border will invariably get attention. Fig. 88 is a 
good example of a striking border effect. The border takes 
the shape of a circle, a form that always can be depended on 
to lift an advertisement out of the ordinary. The placing of 
the silo where it is, breaking through the circle, makes a very 


ear ae 
ester 5) . “2e See, 
we TheresaBig “te, 
oo? Di e o ee, 
ve fference in Silage “*% 


The succulence and palatability of perfect ensilage x? 


\) 


produce maximum results at a low feeding cost. “g@ 
No other feed contains as much ‘‘succulence value” %@ 
as well-preserved ensilage. It is the most economical s 


feed for summer as well as for fall and winter. But 
there's as big a difference in silage as there is in silos. € 
Build your silo of material that lasts for generations © 


2 
ee 


and keeps ensilage as fresh and succulent —all the “s 
f year—as the day the corn was cut. Erect a oH 


-] . . 
; i<\_NatcoImperishable Silo 
=N \%, The silo that's made of vitrified hollow 
clay tile, whose glazed surfaces do not ab- 
sorb the silage juices, and admit no air 
ny from without. No freezing. Re- 


, inforced by continuous steel 


whi. bands. No swelling, shrinking, 
2 Ni we warping or crack- la 
SP ing.. Needs no 
ah Sting ** painting, no ad- 2 


justing. Stops 
hs silo troubles forever. Write to nearest branch 
office for list of owners in your State, free Feeding Table 
and for Catalog W. ee 
National Fire Proofing Company Ree 
“The Silo “S20, Oreanized 1689 Pittsburgh, Pa. _s¢o* 
‘2, Syracuse, N. Y, loomington, Ml. Philadelphia, Pa. 
That Lasts - 


Madison, Wis. haloes Mich. Huntington, Ind. 
For Generations” 


Ly 


ee¢, 
@,°%, 
2. 
® 


Bay Diy oetsae™” 
Ld sé c) 
aad mnmassttes® 
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good arrangement. The eye naturally falls on the silo because 
the lines of the circle lead the vision to that point. 


51. Fig. 39 is another good border shape that is radically 
different from the usual. This border and the position of the 
package picture assure attention to the advertisement. Fig. 40 
is another good border treatment. Though like the border in 
Fig. 39, it is a triangle, it is placed differently, and allows for 
the introduction of a large illustration of a pump and of a farm 
scene. The gray effect of the scene and border gives promi- 
nence to the heavily shaded drawings of the pumps. 


Company 


It’s the very nature of a soda * KN 
cracker to absorb moisture and SN 
foreign odors. S 


That’s why the ordinary soda cracker 


remained so long in obscurity. 


Theadventof Uneeda Biscuitandthe moisture- 
proof and odor-repelling package changed 

all this—for Uneeda Biscuit, the perfect 

soda cracker, keeps select company— 

its own. 


To-day the goodness, the 
freshness and body-build- 
ing virtues of Uneeda 
Biscuit are acclaimed 

in tenement and 

mansion, 


Never Sold 
In Bulk 
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Other borders that are good and that will give prominence 

to advertisements of almost any size are the oval and hexagonal 

shapes. The use of pictures of the advertised article or parts 


—you're interested in it, every farmer is, and Goulds’ valuable book 
by that name gives information that will enable you to economi- 
cally install small or large water systems for use anywhere on the 

farm. It treats of sources of water selecting the system, dug 

wells, drilled wells, driven wells, shallow and deep—lift, force, 
single and double acting pumps, hydraulic.rams, pneumatic 
tanks, overhead tanks, power systems. etc Well illustrated. 
Better send for it atonce And if you have any water sup- 
ply problems, just write to Mr Gould. head of our Serv- 
ice Department No charges for his expert advice. 


last for many years without repairs. and willadd tothe 
value of your farm Ask your dealer to show you 


— 300 kinds — $3 to $300 —one for every 
purpose Thoroughly tested fully guaran- 
teed Backed by 65 years pump-making 
experience and made in the worlds 
largest pump works (72-acre plant) 
Your free copy of the book is awaiting 
you Send for it today 


THE GOULDS 
MFG. CO. 


Largest Mfrs of pumps for 
every purpose 
122 Falls Street 
Seneca Falls, N. Y. 


Branches Boston, 
Chicago, Houston, 
Atlante, New York. 


f809 
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of it as borders, as in Figs. 35 and 37, is good practice sometimes. 
Many original border arrangements will occur to or be developed 
by the resourceful advertising man. 

19—4 
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PHOTOGRAPHS FOR ILLUSTRATIONS 


52. Many advertisers making use of magazines and other 
well-printed publications are firm believers in the selling power 
of good photographs. The excellent pictures used to illustrate 
their advertisements contain good pictorial value, good com- 
position, power of suggestion, and tell the advertiser’s story in 
a convincing way. 


53. Photographs an Aid to Realism.—Often an adver- 
tisement requires the illustration of a situation that, if pictured 
by a drawing, would arouse incredulity in the reader, but the 
same situation shown in a photograph will be accepted and 
believed without distrust. Under such conditions the human 
and natural qualities of photographs will give a better effect of 
realism than the idealized work of artists. 

To obtain a pleasing photograph that will have sales value 
requires careful study as to what shall go into the picture and 
how it shall be arranged. 


54. Fig. 41 is a good example of a photographic illustra- 
tion in which the whole picture has been carefully staged and 
posed. The arrangement of the bookcase and the two figures 
gives the desired result—a home setting that is easy and natural 
and with good selling value. For comparison with Fig. 41, 
see Fig. 42, which is an older advertisement of the same con- 
cern. This illustration, which is from a drawing, is not nearly 
so effective as Fig. 41. In this the bookcase has little or no 
prominence and the figures do not appear natural, as they do 
in the photographic illustration. A study of these two illustra- 
tions will show that the photographic illustration has more 
selling value than the drawing. 


55. Fig. 43 shows two real people to illustrate a story 
that one of them is supposed to be telling. The easy, natural, 
human appearance of the figure gives interest to the picture. 
Such a story as this advertisement contains is much more real 
and convincing when illustrated with photographs of live models 
than when the attention of readers is sought with a drawing. 


Jlobe-Wernicke 


Sectional Bookcases 


APPY the family on n Christine morn that discovers a beautiful Globe. Wernteke 
Sectional Bookcase among the presents Here’s a gift that appeals alike to every 
member of the household. [t will grow with their library, section by section, and will 
last as long as they live. Then—its unit construction permits them to arrange it as 
convenience or their room-space demands 
Globe-Wernicke Sectional Bookcases are made in many attractive styles and finishes to harmon- 
aze with all interior decorations. Built to endure—yet they cost no more than the ordinary kind. 


** The World's Best Books '—This handsome brochure of lists compiled by 
eminent authorities will be sent Free on request with Catalog No LI 121 


a; Mirs of Sectional Bookcases, Filing Equipment (Wood * * . 
The Slobe“Wernicke Co. and Steel) Steel Safes, Stationers’ Subplies Cincinnati 


4/ 


ON SALE BY 2,000 AGENTS. bs FREIGHT PREPAID, 
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HARPER’S MAGAZINE ADVERTISER. 


Add to your own pleasure this year by presenting a 
gift that conveys the value of intrinsic ment as well as the 
thought of personal sentiment. 


GlobeWernicke 


Sectional Bookcases 


in Sheraton and other art styles of real mahogany and beautifully 
figured oak are always acceptable as holiday gifts, being as 
decorative as they are useful in the home. 
Art catalogue containing many clever suggestions for Individual Christmas 
Libraries mailed on request. | Also copy of Hamilton W. Mabie’s new 
booklet ‘‘The Blue Book of Fiction.’’ Such publications will help you 
solve the holiday problem. Prompt Shipments—Freight Prepaid Everywhere. 
Address Dept. T, 


The Globe“Wernicke Co,, Cincinnati 


(New York = + 380-382 Broadway Boston - -  91-93'Federal Street 
Branch Stores * Philadelphia - -1014 Chestnut Street Washington - 1218-1220 F St.,N. W. 
H Chicago + 231-235 So, Wabash Avenue Cincinnati + 128-130 Foutth Ave., E. 


When writing to advertisers kindly mention Harpers Magazine. 
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A Discovery that Suddenly 
Made My Skin Beautiful 


ERHAPS it was the glow of the lamp- 
shaded candle on our table in the little 
restaurant. Will became suddenly elo- 
quent 
How exquisite you look with the candle- 
light playing on your face! 
Do you know.” he added 
earnestly, “you remind me 
of a rare old cameo—so 
delicate and pearly ” 
I smiled —and dropped my 
so that Will could not 
how exultant I was, how 
ted. If he only knew the 
et hidden behind my 
beauty, behind my cameo- 
like complexion! Temove excess 
But how could he know 
that only three months ago 
I despaired of ever having a 
good complexicn. How could 
he know that I had tried 
treatment after treatment, 
without avail. 


Three Types of Skin 


supply extra 


Which is YOUR 
Type of Skin ? 


eds special prepara- 

tions for proper cleansing and to 

oil and_refreshen 

the tone and texture of the skin : 

s1 Flakes off _like discov: 

Dry Skin frSindrun be 

cause it lacks oil 

3 cted by the wind and by 

of ordinary soap. Very 

—requires soothing 

and special creams to 

nourishment and 
make it smooth and soft 


Normal Skin $2.5": 


colored. Soft and smooth. Looks 


ions. It was all 
ds hat I easily under- 
stood wity my dry skin had always become coarse 
eae flak when I used powder. Needless to say, I 
ought or the Luxtone Combinations espec 
designed for the dry skin ues 

And that was what led to 
Will's remark in tlie little res- 
taurant. It was tru 
is now like a pearly cam 
because I am using prepar: 
designed specially for my kind 
of complexion 


How You, Too, May Bene- 
fit By This Discovery 


In order that women every- 
where inay benefit by this new 
y of science, the makers 
of Luxtone uty Preparations 
» prepared a special outfit 
will send, together 
ble information on 
ke the most of the 
hidden beauty in your com- 
plexion, by mail, on approval 
There is a treatment for each 
type of skin. Just mention 
the coupon which kind of 


ite kind of prepar: 


Has a greasy, 
shiny appear: 
towards en- 
blackheads. 
r docs not 
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heard a woman talking about the care of the 
different types of skin. She was offering cer- 
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Eagerly I asked the young woman what to 
use for my skin. ‘You have been using the 
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Fig. 14 is a photograph of the interior of a room, which is far 
superior to any drawing it would be possible to secure. All 
the details are shown in a natural way. Nothing is distorted 
or favored, as likely would be the case in a drawing. It is true 
to life and shows the various articles exactly as they are. In 
Fig. 43 is shown a photograph of a man and woman at 
lunch. The realistic posing of the models in this case makes 
the picture natural and convincing. 


56. Photographs also may be used in making illustrations, 
even when not reproduced directly. For example, if a large 
store wishes to make a feature of wedding dresses in its news- 
paper advertising and something better than a stock cut is 
wanted, the best way to get the desired illustration is to photo- 
graph a model wearing one of the handsome dresses, and to 
make either a coarse half-tone from the photograph, or a good 
line cut from a drawing of the photograph. 


57. Models for Photographic Ilustrations.—Photo- 
graphs for illustrations have to be composed as carefully as a 
painting, and where they include living figures, the obtaining 
of a satisfactory model is a most important factor in their 
production. 

A model must photograph well, so as to look natural in the 
finished picture, and must be able to assume a natural atti- 
tude before the camera. This latter is difficult for adults 
and even harder for children. The greatest success met with 
in producing photographic illustrations has been with the assis- 
tance of professional models or actors and actresses, because 
these people have training that enables them to forget the 
audience or the camera and to act a part in a wholly natural 
and unconscious manner. Amateur models usually are sen- 
sitive, cannot forget the camera, and find it hard to assume 
natural poses. The most satisfactory model, therefore, is one 
who makes posing his or her profession. 


58. Photographs of Inanimate Things.—The fore- 
going paragraphs have had to do with photographs where a 
model must be used in connection with the advertised article. 
There are other uses of photographs for illustrations where the 
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human figure is not necessary. These are outdoor pictures, 
of buildings, landscapes, scenic subjects, and industrial sub- 
jects. Such photographs require exactly as much care in 
arranging the view to be shown and the immediate surround- 
ings as do photographs of indoor subjects. Photographic 
illustrations of merchandise or articles, alone, also are very 
good, provided the necessary retouching is done and they will 
appear on good paper when printed. 


HOW TO OBTAIN GOOD ILLUSTRATIONS 


GOOD DRAWINGS—THEIR COST AND HOW TO GET 
THEM 


ARTISTS AND PRICES 


59. The cost of drawings varies according to the artist 
who does the work and the amount of work necessary. The 
prices depend on the ability and reputation of the artist or the 
organization he may be with. Merely to give a general idea 
of the prices artists charge, it may be said that a good drawing 
showing a single figure, with little surroundings, ought to be 
secured for about ten dollars. Drawings that contain several 
figures and much detail may run to fifty dollars or more. 

In the preparation and use of original illustrations the neces- 
sity often arises for pictures that are of better workmanship 
than can be secured locally. When satisfactory work cannot 
be had in small cities and towns, it is better to go to artists in 
the larger cities rather than to use the work of inexperienced 
people. The best results may be secured through the larger 
engraving houses and concerns employing artists that are 
specialists in every class of illustration. These firms are located 
in such cities as New York, Chicago, Philadelphia, etc. 

Their men specialize in chosen lines—fashion, mechanical, 
perspective, human figure, and animal drawings, photograph 
retouching, designs, and bird’s-eye views—in every known 
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manner of making a picture for advertising illustration. Draw- 
ings are made by such artists in every medium, for every means 
of reproduction, for any kind of engraving. As a rule, these 
concerns will give suggestions for original illustrations, free of 
charge. If a preliminary sketch is wanted, a charge, which is 
a small percentage of the cost of the finished drawing, is made. 
This charge is deducted from the price of the completed draw- 
ing, when the work is finished later. This preliminary charge 
for sketches is made as a protection against the use of the 
sketch by having another artist make the finished drawing at 
a lower price. 

The big concerns generally are able to produce any kind of 
drawing quick. The drawings they produce will show the 
quality that can be had only from men of wide experience and 
ability in advertising illustration, and the advertiser is assured 
of expert workmanship—of drawings that will be first class in 
every respect. 

The illustrators of magazines may be reached through the 
magazine editors. These men as a rule are exceptionally good 
on composition and on drawings of the human figure. The 
prices they receive for their work generally make their services 
prohibitive for small advertisers. 


60. In buying illustrations it is advisable always to look 
over the work of the man or the men who are to produce the 
pictures. One artist may be able to draw people very well, 
but cannot make a good drawing of a farm wagon or of an 
automobile. Drawings of poultry can be obtained from artists 
who specialize in that subject. It is the same with shoes. A 
shoe may seem to be a very simple thing to draw, but shoe 
manufacturers know from experience that to get accurate 
drawings of their shoes, they must go to an artist who makes 
a specialty of footwear. It is necessary to get the right man 
for the particular art work to be done. 


61. An example of a pen-and-ink drawing done by a con- 
cern in New York that employs many artists is shown in Fig. 10. 
The cost of this drawing was $45. In this are included four 
horses, several men, and details of building construction. The 
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illustration as printed occupied a full page, 7 inches by 10 inches, 
in a trade journal. It is a good example of commercial art 
work, and was made by an artist who knows how to produce 
strong illustrations that have pictorial value. 


DRAWINGS FROM SILVERPRINTS 


62. When it is desired to make a pen drawing from a photo- 
graph or any object that can readily be photographed, a saving 
in work is often effected by making the drawing over a silver- 
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print. This is especially true if the subject has considerable 
detail and the outlines are complicated. 

A silverprint is an unfinished photographic print made on 
specially prepared paper. Such prints may be obtained from 
photoengravers or firms specializing in such work. It is only 
necessary to furnish them the photograph or in some cases the 


object itself. 


63. The silverprint is first mounted on cardboard, like any 
other photograph. The artist then goes over the print, drawing 
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the outlines of the various parts directly on it with water- 
proof ink, or if any parts are indistinct he marks them in with 
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Ask the McCormick Agent 


to Show You These Points 
HERE are desirable features in McCormick bind- 


ers which every Eastern Canadian farmer should know 


and which are worthy of careful study by every man 
who thinks of buying a binderthis season. Ask the McCormick agent 
to show you. 

The machine is constructed with special care. The frame cannot 
buckle nor bend under the most severe strains. The bottoms of the 
guards are almost level with the bottom of the platform so that the 
platform can be tilted to cut close to the ground without pushing trash 
ahead of the knife. The reel has a wide range of adjustments for 
handling tall, short, down ortangled grain. A third packer pulls down 
the grain from the top of the elevator. The third discharge arm keeps 
the bound sheaves clear of unbound grain. The floating elevator 
handles grain in any quantity without clogging. Either smooth section 
or serrated knives can be used in the cutter bar. The improved 
McCormick knotter is a very strong feature. 

McCormick binders are built especially for Eastern Canadian fields. 
They are not only very efficient, but are also very durable and of light 
draft. You cannot do better than to buy a McCormick. Let 
the IHC local agent show one to you, or, write the nearest 
branch house for a catalogue. 
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pencil. In this way, all questions of shape of objects or of 
perspective become merely matters of tracing the outlines as 
they appear in the picture. 
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The silverprint is then bleached white in a chemical solution 
which does not affect the ink or the pencil marks, and is rinsed 
in water. When dry, the sketch is finished in ink like any other 
pen drawing. 

It is evident that there may be a considerable saving of the 
artist’s time by this method. When, however, the photograph 
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that must be used is very indistinct or the subject is simple in 
outline, it will be cheaper to sketch it direct. 


64. The kind of photographs that can be economically 
reproduced by drawing over a silverprint, as well as the reason 
for so doing, will be made plain by a comparison of Figs. 44 
and 45. Fig. 44 is a photographic illustration of a tractar 
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working in a field, but no details of interest to a tractor buyer 
are distinct, and the whole picture is indefinite and uninviting. 

On the other hand, in Fig. 45, where the picture is from a pen 
drawing made over a silverprint, the binder is clearly shown 
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working in a wheat field. The mechanical parts of the machine 
can be easily distinguished, and the reader does not have to 
guess at any important details of the binder or its work. 
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65. Fig. 46 shows a photographic reproduction of an auto- 
mobile delivery car, but very few of the parts of the car can be 
distinguished. Though the illustration is neatly printed, the 
effect is little better than a smudge of ink. Fig. 47, from a 
pen drawing made over a silverprint, shows a picture of an 
auto truck as it appeared in a farm paper. All parts of this 
picture are clean-cut and the reader can see the subject of the 
advertisement distinctly. 


BUILT-UP PHOTOGRAPHS AS ILLUSTRATIONS 


66. In making up illustrations for an advertisement, it may 
be decided that a photograph will picture an idea or convey 
a certain impression better than will a drawing. In many cases, 
however, it may be difficult to get a photograph that pictures 
exactly what is wanted, as when some kind of an outdoor, sum- 
mer photograph is wanted and the time is midwinter. In 
such cases it sometimes is possible to obtain the desired effect 
by means of a built-up photograph, which is a grouping 
or placing together of parts of two or more photographs to make 
one picture that will contain what is desired for the single 
illustration in mind. 


67. An example of an illustration where parts of several 
photographs were combined is shown in Fig. 48. This illustra- 
tion, a summer scene, was made up in the winter. The idea 
was to show a good lawn, a background of trees and shrubbery, 
and a good-looking house. Also the picture must contain life— 
children—on the lawn. A single photograph containing these 
elements could not be obtained, and it was impossible to make 
a new picture. But four separate photographs were secured. 
One had the right background of house and trees, one had the 
lawn desired, and the other two contained the children. First 
the background was cut from its photograph with scissors, 
and pasted down on cardboard. Next the lawn was cut care- 
fully from the second picture, trimmed to fit, and pasted in 
position. Then the two children were cut out of the photo- 
graphs of which they were parts, and pasted in the proper 
places on the lawn. Fig. 48 shows the finished result. 


kK 
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68. In order to maintain proper perspective and make the 
proportions correspond in illustrations that are composed of 
parts of several photographs, it is generally necessary to secure 
reductions or enlargements of certain parts of each photograph 
used. For example, in the original photograph, the picture of 
the house used in Fig. 48 was 2 inches high, and the children, 
in their original photographs, were 3 inches high. This situ- 
ation is almost sure to arise. To meet this difficulty, an enlarge- 
ment was made of the house, trees, and shrubbery, also of the 
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lawn, and reductions were made of the two children. This gave 
the advertiser exactly the illustration he wanted with everything 
in correct proportion. 


69. There are many advertising illustration problems that 
may be solved by the use of this method of combining photo- 
graphs. Fig. 11 is another example of how it may be done. 
There is first the photographic illustration of the chateau and 
the toboggan with its happy riders. Then there are three 
small half-tones probably all made only after careful selection 
from a large number of photographs taken for the purpose. 
The combination of these several pictures gives a good idea of 
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the varied winter sports to be enjoyed at 
the chateau. Any carelessness in adjust- iE 
ing the various photographs to fit the par- 
ticular copy would result in an inharmoni- 
ous advertisement. As it is, the adver- 
tisement stands out distinct and unusual. 
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illustrations that are striking, and that 
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out in an ordinary illustration. 
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71. The illustration shown in Fig. 49 
is made up of two separate drawings com- 
bined in the process of making the engrav- ¥ 
ing. The first drawing, which is a gray & 
wash drawing, includes the background of 
pens, the border of the advertisement, and 
the ink well, as well as that part of the 
pen itself not contained within the circle. 
This drawing is reproduced in half-tone. Rie..40 
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The second, which is a 
line drawing in pen and 
ink, contains the lettering 
in the bottom of the upper 
panel, that part of the pic- 
ture that is shown within 
the circle, and the lettering 
to the right of the ink well. 

Both drawings are made 
to the same scale, and a 
blank space is left in the 
first drawing for the inser- 
tion of that part of the 
second that is to be shown 
within the circle. The in- 
sertion and combination of 
the two pictures is done by 
the engraver, who also tools 
out the white spaces in the 
background and the white 
lines around the lettering. 
The result is that when the 
illustration is printed there 
are pure whites, solid blacks, 
and light and dark grays, 
giving an effect impossible 
with an ordinary illustra- 
tion. 


- 
ale 


Considerable work 
is necessary for the produc- 
tion of such an illustration, 
but the results obtained 
more than make up for the 
effort, because they give 
the greatest prominence to 
the particular part of the 
illustration it is desired to 
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feature. For contrast, compare Fig. 49 with Fig. 50, which is 
an ordinary outlined half-tone made from a wash drawing. It 
can readily be seen how emphasis is put on one particular por- 
tion of the illustration in Fig. 49, and how no one feature is 
brought out strong in Fig. 50. 


73. Fig. 8 is another example of the illustration that is 
out of the ordinary in the manner described. Its purpose is 
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to emphasize the safety feature of a Colt automatic pistol. 
To obtain such an illustration, a photograph of the pistol would 
be furnished the artist, who would retouch very strongly the 
part enclosed within the circle; the rest of the photograph, 
being secondary in importance, would be subdued in tone by 
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use of the air brush, and retouched by 
hand where it was necessary to retain the 
general form. The hand-lettered head- 
ing would form a part of this drawing 
also. 

To introduce into the same drawing 
the figures behind the pistol, the photo- 
graph would necessarily have to be large, 
in which case all the art work could be 
done on one drawing. If, however, the 
photograph of the pistol is too small for 
the artist to draw the figures to a reason- 
able scale, a separate wash drawing 
would be made of the figures, and com- 
bined with the other by the engraver. 

The work may also be improved by 
having the engraver tool white lines 
along the edges of the pistol where 
necessary to improve the general con- 
trast. 


OUTLINE ILLUSTRATIONS 


74. An outline illustration will print 
well in any publication, whether it be a 
newspaper using rough paper or a maga- 
zine with highly calendered paper. Its 
use should be understood by every ad- 
vertising man, so that advantage may 
be taken when it is the best type of 
picture to use. 

An outline illustration is a draw- 
ing that shows in the simplest manner 
only the main features of the article. 
It has no heavy shading to show round- 
ness or angles. It presents only the 
outline; but the outline picture, when 
drawn correctly, will give a very good 
idea of what the article looks like. 
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An example of the clean-cut, sure-to-print-well outline 
illustration is given in Fig. 51, which shows three musical 
instruments. Such illustrations are strongest when printed 
on a pure white background. Outline illustrations such as 
these are often drawn over silverprints, giving faithful outline 


and detail to the picture. i a NL 
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diti f era d cal 
poor conditions Of pap n otler Excelso Specialty Works. 
printing 102 Clinton St. Buffalo, W.¥. 


76. There is another 4 C CEL ' 
variation of the outline illus- A a 


tration called massed- 
shaded outline. This is 
the illustration in outline, with heavy black shading put on 
only where shading is absolutely necessary to bring out the 
shape of the article, as in Fig. 54. The alarm clock treated in 
this way is sure to print well, and the surroundings being left 
blank, it stands out strongly. 


Replaces inefficient fire-pot 
coil. Boiling water from boiler 
heats supply of household water. 
Heater soon pays for itself 


Aas 0 teh EA 


Thousands in use. Requires no 
attention. If plum- 
ber can’t supply 
write for full par- 
ticulars. En- 
dorsed and sold 
by all leading 
boiler manufac- 
turers. 


Guaranteed  satisfac- 
lory or money back. 


Excelso 
Heater 
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SAVING “MONEY ON ART WORK 


77. Ifthe different forms of publicity to be used are known 
when the work is first laid out, a saving of expense for illustra- 
tions and designs often may be made by ordering a single draw- 
ing that may be employed in a number of different ways. To 
obtain a drawing suitable for such various uses, it is well first 
to list the different 
kinds of advertising, 
and the different sub- 
jects, that are to be 
illustrated; then it 
may be possible to de- 
cide on a subject for 
a picture that can be 
used for several differ- 
ent purposes. For in- 
stance, a drawing or 
design may be used on 
a booklet or folder 
cover and also in 
magazine and news- 
peper advertisements. 


Built of Good Implement Steel 
So He Lasts for Years 


He wears an inner vest of steel which also 
serves as his bell. You can’t wear him out. 
Give him a drop of oil a year, and he’s good 
for a lifetime of handy service. 

For your accommodation he rings TWO 
WAYS-~—set him either way you wish—to 
give one long five-minute ring, or ten short 
rings at one-half minute intervals, until 
you're wide awake. 

More than 3,000,000 families have found 
him a reliable time-keeper. 20,000 jewelers 
have so many calls for him that they have 
to keep him within easy reach in their 
stores. You'll see him on almost every 
*jeweler’s shelves, and in his windo 

Think what it means for people to pa 
more than $8,000,000 to get this one cle ae 
in their homes, Don't you want ‘Big Beni, 


the Eight-Mitlion- polar alarm, since he 
only casts you $2 


He stands 7 inches tall, is triple-nickel 
eee the handsomest clock of his kind 
iving, has big bold numerals and hands 
that show the time plainly on dark morn- 
ings, large keys that anyone can wind with 
out frowning, and such a pleasant tone that 
you are glad to get up when he calls. 


There never was another clock that fitted 
in so well with farm work—getting the 
hands up on time, and acting as a good 
house-clock all day. 


A community of clockmakers stands back 
of him, Their imprint, y 

Illinois, by Weste 
clock insurance any: one can carry, 


78. When the ad- 
vertising is to appear 
in newspapers or farm 
papers, for which pur- 


pose pen drawings and 
zine etchings are 
almost invariably 
used, it is easy to make One drawing serve for a number of adver- 
tisements. Proofs on coated paper are pulled from the zinc 
etchings made from the drawing; these proofs may be cut up, 
and from sections of them cuts may be made suitable for various 
purposes. Some even may be reversed by the engraver, if 
no lettering appears, and the different parts may be juggled 
and shifted about in a surprising manner, so as to give to 


Fic. 54 
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them a different appearance in each advertisement in which 
they are used. 

This means not only a saving in the cost of art work, but it 
makes the engraver’s copy much easier to handle, reduces 
the filing space that big original drawings would take up, and 
if reduced cuts for small advertisements are to be made, the 
effect of reduction can be better judged. When pen drawings 
and zinc etchings are used, the foregoing is all the explanation 


SOME OF THE 


HOUSEHOLD USES The Juicy Joys 
ORANGES ~and|. |% Florida Fruits 
TAN GERINES 


_—————————— 
Be eet ay: 
> 


Mh fk 


needed. When the material consists of photographs or wash 
drawings, and line drawings are required, a pen drawing ren- 
dered over a silverprint may be made. From this a zinc etching 
can be made and the proofs pulled for use as described. 


79. The following instance shows how the plan may be 
carried out. An advertiser was beginning a large campaign. 
The advertising to be illustrated included all the following 
items: (1) A thirty-two page booklet; (2) extensive newspaper 


— Buy bie 


| I Ne 
| These Ripe’ 
s Oranges 
a By the Box 


They are too good to be 
bought any other way It is 
economy to buy them by the box, for 
this is fruit you can be sure of. We 
know all about 1—it is from the best groves 
in Florida, sun-mpened on the trees, picked 
and packed without coming im contact with the 
human hand. It is the fruit which hay made Florida 
famous for the best oranges in the world. 


The Florida Citrus Exchange 
Guarantees the Quality 


See the brand on every box. This alwavs means ripe, 
heavy, juicy, fine flavored fruit. That 1s why we 
sell this fruit We want you to try a box and 
see how good it is. This store ‘stands for 
quality, and this is quality fruit. Drink 
the jutce—it is the best way, the most 
enjoyable way, of getting all the 
good from oranges or grape- 
fruit. The juice contains all 
the flavor, food and tonic 
qualities of the fruit, 
Buy by the box 
and serve by the 
glass. You wilt 
hever know how 
good an orange 
tastes until you 
serve it this way. 


. ' Shall we send, 
Bt c' NIN you a box? 
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Heavy, Juicy, 
Sweet Oranges 
Direct From 
Florida to You 


Fe sal Some of the best fruit 
we have ever handled. 
Thin-skinned, high-flavored, delicious, as good fruit 
as Florida can grow, and that is the best in the world. 
It is the kind you want to buy by the box and have 
in the house all the time. Other fruit may look as 
good, but oranges and grapefruit should never be 
bought on appearance alone. Often a bright skin 
covers the poorest quality. You can depend on 


Florida Citrus |! 
Exchange Fruit #)— 


D> 


t 
it 
AN} 

WHT 


This fruit we offer you. The 
Exchange allows no_ inferior | 
fruit to leave its packing-houses; 
quality is 1ts watchword. The 
best growers ship through it— § 
every orange and every grape- } 
fruit they market is tree-ripened. ff 

Buy a box of this fruit. Drink 
thejuice, the best wayto eat either J 
oranges or grapefruit. Serve 
in glasses before each meal. It 
will mean better health for you 
and your family. You will save BRAli 
money by buying by the box. \ iy 5 
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Florida 


ab 


al 


Better let us put a 
box of these in 
your home today. 
Sweet, high - fla- 
vored, heavy fruit 


from the best groves 
in Florida. One of 
these oranges will yield 
25 to 40 per cent more 
juice than any orange of 


the same size grown outside of 
Florida. It is economy to buy such fruit—for all the good of an 
orange is in the juice. 


All Tree-Ripened Fruit 


The Florida Citrus Exchange—see the brand on every box— 
guarantees this. And this fruit, the kind that made Florida 
famous, costs no more than much 
inferior fruit which is sold 
wholly on its looks. 

Members of the Ex- 
change are pledged to 
leave their products 
growing until they 
are tipe and have @@ 


become sweet and 

full of juice. 
Drink the juice, 

the best way to use 


oranges or grape- ¥ 
fruit. Refreshing, \ 
healthful, it is a perfect \ 
food and tonic combined. % 
Shall we send 
you that box today? 


68 
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a vast dif- 
ference in the 
quality of oranges 
and grapefruit. By mere 
appearance you cannot 
always tell the good from the 
poor. The only certain way to get 
the best—ripe, heavy, juicy, sweet Florida 
fruit the kind we offer you today—is to 
buy a brand you know all about. 


The Florida Citrus g4)} 
Exchange Packs Only Gz, 
Ripe “Quality” Fruit “ 
It will not let anything else leave its packing-houses. 
This is the fruit we offer you, both oranges and 
grapefruit. We want to put a box of it in 
your house because we know you will 3 


enjoy it so much _ It is economy to buy 
such fruit as this by the box. 


Drink Orange 
Juice 


It is a refreshing tonic 
and food combined. 
Squeeze the fruit and 
serve juice in glasses. 
Shall we send you a box 
of this superb fruit 
today ? Itis like getting 
it direct from the groves. 
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advertising; (3) another, different, set of newspaper advertise- 
ments to be used by dealers; (4) a series of magazine adver- 
‘tisements. All of this advertising had to be prepared quickly, 
and at low cost. The subjects it was decided to illustrate were 
the sale of fruit and the use of fruit in the home. Each sepa- 
rate advertisement was to appear distinct as to illustration. 


80. The booklet was laid out first. The cover design, 
Fig. 55, was made from a pen drawing. The zinc etching for 


AD. NO. 5.—5 inches across 3 columns. Run November 21 and January 2, 


See That Your Oranges and i ; 
Grapefruit Come in Boxes 

Bearing the Brand of the 
Florida Citrus Exchange 


The Florida Citrus Exchange is com- 
posed of the most expert and progressive 
citrus-fruit growers of the state. It protects 
consumers against unripe, immature and 
inferior fruit. Every orange or grapefruit 
in a box bearing the brand of the Exchange \ 
has been throughly inspected, carefully \\ 


ee Wi 7] 


WAN 


| 


picked and packed, and reaches you in 
good condition. It will keep indefinitely 


Florida Oranges and Grapefruit 
Are the Best Because Most Juicy 


The best citrus fruit is that which yields the most juice—the 
element that contains the citric acid. One dozen Florida oranges or grapefruit AYE 
contain as much juice as one and a half dozen grown elsewhere. You can prove this for yourself, Try it! ANS 
No other country in the world can produce an orange so spicy, so sweet, so juicy, so fragrant, so 
health-giving, as Florida. No other country can produce a grapefruit with such texture, such rch- 
ness of flavor, or so delightfully toning and virtalizing to the system, as Florida All oranges and 
grapefruit are good, but Florida's are the best, and the Florida Citcus Exchange handles only the choicest grown in Florida. 


Buy Oranges and Grapefruit by the Box—It Is the Economical Way 
The proper way to buy oranges and grapefruit is by the box. It costs less, and you get perfect fruit. It keeps until 
used, and you always have it in the house. There isn’t any danger of your eating too much of it 
Every lot of oranges or grapefruit bearing the mark of the Florida Citrus Exchange—insist that your dealer send you 
only boxes so marked —contains a booklet of citrus-fruit recipes and coupon good for one-half the retail price of silverware and 
cut-glass articles for serving. Booklet without the coupon will be mailed free for four cents in stamps. Address 


FLORIDA CITRUS EXCHANGE, Tampa, Florida 


Fic. 61 


the cover was made, and the engraver was instructed to fur- 
nish extra proofs on coated paper. Then a section from the 
right-hand half of the booklet-cover design was cut out of a 
proof, and with border lines added was used as shown in Fig. 56 
to illustrate in part one of the dealer newspaper advertisements. 


81. In Fig. 57, another newspaper advertisement, the 
scissors were employed again. About one-third of the front- 
cover illustration was used. While this was taken from the 
same part of the drawing as the section shown in Fig. 56, its 
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different shape and the elimination of most of the table give 
it a different appearance. The other small sketch of the man 
delivering the box was added, and the inking in of the straight 
border completed this design. 


82. The process was continued in Fig. 58, in which four 
of the figures in the front-cover design are shown in the lower 
circle. The different shape of the design, as it is cut out of the 
engraver’s proof, and the omission of a considerable part of 
the drawing, made this radically different from the other 
advertisements. At the top, as before, part of another news- 
paper advertisement was used. In Fig. 59, an engraver’s proof 
of part of the left-hand half of the cover design was used. The 
upper part of this design also was a pasted-down proof. Fig. 60 
shows part of another newspaper advertisement. Note that 
the drawing in the upper left-hand corner was used in Fig. 59. 
Fig. 61 contains a drawing that was used at the top of Fig. 56. 
Fig. 62 shows the grocery boy delivering a box of oranges; 
this is from a proof of the same engraving used in Fig. 57. 

Twelve advertisements containing twenty-four illustrations 
were thus prepared at a nominal cost for art work, the $40 
cover design and four small sketches being used in sections 
throughout the series. The only other expense was the adding 
of the borders, which were carefully made of a thickness to 
match the standard printers’ rules when used in conjunction 
with them. If new designs had been made for each of these 
advertisements the expense would have been not less than 
$250. Further economy was secured by using in the news- 
paper advertising parts of the same designs that were used in 
the magazine series. 


ADVERTISEMENT ILLUSTRATION 


(PART 1) 


EXAMINATION QUESTIONS 


(1) (a) Name the functions of illustrations. (b) Mention 
five appeals that may be made by illustrations. 


(2) Name the nine conditions that should be considered 
before proceeding to illustrate an advertisement. 


(3) (a) When is it well to illustrate only the article itself? 
(b) Mention two articles that may be appropriately illustrated 
without suggestive surroundings. 


(4) Name two articles that may be appropriately adver- 
tised by light, artistic illustrations and typography, and two 
that demand strong, bold illustrative and typographical treat- 
ment. 


(5) (a) Why is there need of great accuracy in most illustra- 
tions, especially those that picture the article itself? (b) What 
points must be considered in selecting an engraving process, and 
what advice should usually be sought? 


(6) What is the special value of color in illustrations? 


(7) (a) Give necessary characteristics of illustrations 
intended to be printed in newspapers or on uncoated stock. 
(b) Why is it usually difficult to illustrate effectively a very 
small newspaper advertisement? 


(8) Make a layout for a magazine advertisement showing 
how some article, such as an ice-cream freezer, carpet sweeper, 
§ 29 
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or washing machine, may be illustrated in use, together with the 
human figure, and still save space. Sketch in the illustration 
roughly and put in display lines. However, do not write copy 
for the body matter of the advertisement. 


(9) Give the chief advantage in illustrations made from 
photographs. 


(10) Explain what should be done by the advertiser located 
in a small town who wishes to secure a better illustration than 
he can get at home. 


(11) (a) What are the advantages of drawings made from 
silverprints? (b) Describe the process briefly. 


(12) What plan is resorted to when it is impossible to get 
one photograph that pictures exactly what is wanted? 


(13) What is the merit of outline illustrations? 


(14) How may money be saved on art work when the dif- 
ferent forms of advertising to be used for a certain article are 
known beforehand? 


Mail your work on this lesson as soon as you have 
finished it and looked it over carefully. DO NOT 
HOLD IT until another lesson is ready. 


ADVERTISEMENT ILLUSTRATION 


(PART 2) 


EXAMPLES OF USE OF ILLUSTRATIONS 


BAD WAYS OF USING GOOD ILLUSTRATIONS 


1. An illustration or design in an advertisement, to be 
effective, must be clear, must be easy to see and easy to grasp, 


i@ laws and principles of success in any business; it seuchogg 
7, to develop the practical profitmaking possibilines m yy 


eldonSchool*? Genet Be 


Fic. 1 
and should be used so that it does not confuse the type matter. 
Copy in an advertisement is intended to be read. There is 


COPYRIGHTED BY INTERNATIONAL TEXTBOOK COMPANY. ALL RIGHTS RESERVED 
190A 
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every reason for making it easy to read, and no excuse for making 
it hard to read. One of the greatest offenses against legibility 
and ease of reading is an illustration printed as a background for 


improvement 
in the wind. 


shingle. S 


The thick x 


Nailsgothrough 
the turn-under 
foldthus protect- 
ing them from 
weather. Water 
cannot leak 
through or ‘back 
up.” Rounded 
butt end givesa 
thick, heavy, 
thatched effect. 


FLINTKOTE MANUFACTURING CO. 
89 Pearl Street, Boston, Mass. 655 Peoples Gas Building, Chicago, III. 


Makers of the celebrated Rex Flintkote Roofing for farm buildings, factories, warehouses, etc. 


Fic. 2 


the type. Such a combination is very likely to cause the reader 
to skip that advertisement. If, however, the gray background 
is very light and the type strong, the effect may not be bad. 
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2. It is the natural thing for the eye to grasp the most 
readable type. The eye is repelled when the type in an adver- 
tisement is in any way run together or mixed up with the illus- 
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” These Tools 
aN. cietene 


Y Service and durability are the real meas- 
ures of cheapness. Keen Kutter tcols are unques- 
tionably the cheapest because they give better service 
and last longer than ordinary tools. If you knew the 
rigid tests that tools undergo before they are qualified 
to bear the famous Keen Kutter trade mark, you 
wouldn’t be satisfied with ordinary tools at any price. 


KEEN KUTTER 


Quality Tools 


work with the worker and balance perfectly. They 
ensure clean’ cutting and chopping. Keen Kutter 
handles ‘‘stay put’’ because they have the Simmons’ 
wedge that can’t loosen. Go to your dealer and inspect 
these Keen Kutter axes, hatchets, hammers and 
braces. Know yourself they are the finest 


tools on the market. 
e 3 
If not at your dealers, write us. 
“The Recollection of Quality Remains 


Long After the Price is Forgotten” 
Trade Mark Registered. —E.C. SIMMONS. 


SIMMONS HARDWARE ee 
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tration. An example of an advertisement that is hard to read 
because of an illustration used improperly is presented in Fig. 1. 
In this a wash drawing is reproduced under the type. Instead 
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of making the type easy to read, this treatment makes reading 
about as difficult as possible. Such illustrations are a detriment 
to advertisements. 


3. A further example of the use of an illustration that makes 
hard the reading of the type, is Fig. 2. Here an attempt is 
made to picture a shingle, partly under the type. One of the 
hardest things for the eye to do is to read black type on a dark 
gray-and-white background. This illustration demonstrates 
that such a thing as a shingle cannot be shown with the proper 
degree of effectiveness underneath type, and that an attempt to 
so show it causes the type to lose the easy-to-read characteristic 
it always should have in an advertisement. 


4. Fig. 3 shows a similar fault affecting the illustrations of 
the articles advertised. Here the four tools are important 
enough features of the advertisement to be accompanied by 
the stock numbers and prices. Yet they are laid over a confus- 
ing background of lines that make the pictures indistinct. As 
the background is the same color tone or shade as the tool 
pictures, the latter lose in detail and pictorial value, fade into 
the line work back of them, and fail to give the advertised articles 
the necessary prominence. 

It is always best to have a very distinct background. And it 
is never wise to use an illustration under the type, or to put 
the article over a background of such a nature that the article 
and the background blend together. 


ILLUSTRATING THE SELLING POINT 


5. In illustrating the selling point of an article, it must 
first be determined what is the most important selling feature. 
It may be some feature of the construction or the nature of 
the article itself, something in connection with its use or opera- 
tion, or some of the work it will do. Some articles have only 
one of these classes of selling points. Others have all of them. 
It must be understood that a selling point is anything about 
an article that will vitally interest a possible reader and buyer, 


To save time, labor and office space 


di UM?P to this 


80,000 
Cards 
Within 
Reach 


A Card Filing System 
Complete in a Desk 


Special Features that 
Mean Savings 


A capacity of 8,000 to 80,000 3x5 cards all 
within reach of one clerk—their capacity is equal 
to several ordinary cabinets. 

Number of drawers and their size can be 
changed to suit your special need. 

Any card filing system can be used in the 
drawers. Any width of trays and any size cards 
can be used. Corner section of desk on either 
side turns back, giving access to all three drawers 
at once, when lower drawers are opened. 

A handy flat-top desk for any purpose when 
Not in actual use as a file. 

Desk furnished with one pedestal if desired, 
and with one, two or three drawers. 

Drawers roll easily on all steel construction 
slides with large coaster bearings. 

Ask for literature giving more complete de- 
scription of the filing desk. 
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Card Filing Desk 


OW are your card files handled? Probably cards are 
kept in up-right card files and the clerk works on a 
separate desk or table. That requires several pieces of equip- 
ment, many trips from desk to files, from files to desk—and 
every extra minute, every extra move, is costing you money. 
But that waste is no longer necessary. Your clerk can have every card 
right at hand—without moving from her chair—even if your system requires 
80,000 cards. In fact, the great majority of the cards are right before her 
eyes, without even pulling out a drawer. Of course it means speed—a speed 
that your filing clerks never knew before—and it’s a lot easier. It does 
away with trips to files, hunting, etc. To you it means more work actually 
accomplished with less help and a lower office expense. A minor item per- 
haps, but one: worth noting is that this desk serves the purpose of several 
files and an extra desk—it means less equipment and more office room. 


Write for Literature 


As a business executive, you'll see at once a saving possibility in this desk. 
We'd like to tell you how it would adapt itself to your particular work. Write 
us for illustrated descriptive folder. 


“Built Like » 
Sk; 3 
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and the aim of the illustrator should be to picture such a selling 
point—the strongest one in each case. 


6. Showing an Article in Use.—Some articles are better 
illustrated in use, for such showing lends a realism to the adver- 
tisement that is lacking when the article appears by itself. 
Illustrations that demonstrate the use of the article so satis- 
factorily as those in the advertisement shown in Fig. 4 make 


It Numbers as the Arrow Points 
And Never Makes Mistakes 


If you want competency you must pay the price, in a machine as in an 
employe. As well place a $5 boy ina position of responsibiity as dele- 
gate the important work of numbering your files, documents, card indexes, 
checks, orders, etc., to a $5 machine. 


The Bates Hand-Numbering Machine 


makes a $5 boy worth $30. It-costs enough to insure absolute accuracy 
and d pendability. It numbers legibly and rapidly and will do all of the 
numbering work of any office. 


Avoid cheaper machines and machines of similar name. Ask for and 
insist on getting the original Butes machine made at Orange, N. J., by 


BATES MANUFACTURING COMPANY 
31 Lakeside Ave., Orange, N. J. 
For sale by all leading stationers. Write for booklet. 
CONSECUTIVE DUPLICATE 


14654 14869 
14654 14869 
14655 14869 
14655 14869 


Fie. 5 


an advertising story that is as interesting as many of the reading 
pages of the magazine, hence they have great selling power. 


7. Showing What an Article Can Do.—Sometimes, 
instead of showing an article in actual use, it is better to picture 
some of the work it can do. In the advertisement shown in 
Fig. 5, three small illustrations bring out clearly the kind of 
work the Bates numbering machine can do. 


8. Illustrations That Suggest.—Many times the 
strongest selling point may be illustrated by pictures that 
taken by themselves would have no relation to the subject or 
article advertised. Even where the article itself might be 
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pictured faithfully, a picture subtly suggesting a selling point 
to the senses or emotions may make the strongest appeal to 
readers. For example, the picture of the brown, plump, hand- 
somely garnished turkey shown in Fig. 9, Advertisement Illustra- 
tion, Part 1, when coupled with the explanatory text, is more 


tempting to the reader How to Breathe 


than a can showing 
Armour’s Extract of For Health, Strength and Endurance 


Beef, although it is the 
extract that is being ad- 
vertised. 

In the advertisement 
shown in Fig. 6, the pic- 
ture of a strong man 
forces the readers to be- 
lieve in the health and 
strength-giving powers 
of deep breathing. Both 861 Bristol Bldg.,500 Sth Ave., New York 
the dluctertions jast re "Stanly so paciaet the edges of the cut realty 
ferred to are purely sug- strengthens the illustration 
gestive of the results to oa 
be secured. They in no sense show the article advertised. 
Still, they carry conviction. The value of illustrations of this 
class depends on their fitting perfectly with the text, and on 
their perfect adaptation to the case, so that their appeal to the 
senses of the readers is direct and unobstructed and can be 
grasped with no mental effort. 


———E————EEEE 
Send for my 64 page illustrated 
book, 


Lung and Muscle Culture 


the most instructive treatise 
ever published on the vital sub- 
ject of Deep Breathing — Cor- 
rect and Incorrect breathing 
clearly described with 
diagrams and illustrations. 
The information given in this 
book has led thousands into. 
the correct path to health and 
strength. Over 200,000 al- 
ready sold. Sent on receipt of 
10c, (stamps or coin), Address 


PAUL VON BOECKMANN, 
Respiratory Specialist, 


ILLUSTRATIONS THAT CENTER INTEREST ON THE 
DESIRED POINT 


9. Sometimes the study of an article will reveal that there 
are no special selling points about it so strong as the idea of the 
article itself in its entirety. When this is the case, it often 
is of advantage to suggest appropriate surroundings for the 
article. But an ordinary picture makes the surroundings as 
conspicuous as the article, and it is well to use some means of 


T is not too much 

to expect that your 
ankles will seem 
daintier and more 
graceful when you 
wear Burson Hose. 
For these stockings 
are fashioned to fit 
tightly and smoothly 
at theankles. Burson 
stockings have no 
seams for wind-whipt 
skirts to twist and 
pull into awkward 
crooked lines. They 


wear a long time. 


BURSON 


(Geers 
“Fashioned Ose 


Sixx * CoTTON.: CISLE 
* MERCERIZED 


Ur yall 


Saves You From Back Strain 


Release from broom-drudgery— J 


from the strain of moving and lift- 
ing furniture, that is the mission of 
this Duntley Special Pneumatic 
Sweeper. It gets at the places 
hard to sweep. It runs easily. 
It needs no electricity or other 
motive power. It sweeps and 


cleans 7m one operation, 


has a pneumatic suction nozzle 
that draws up the dust and dirt. 
Working with it is a revolving 
brush that picks up all lint, pins 
and ravelings. It is the safe, 
sanitary and up-to-date way 
of cleaning your carpets and 
rugs. 

Every sweeper is rigidly 
anteed. Four different 

styles, $6.75 up. Money 
returned if not satis. 

factory. Write to- 

day for further 

particulars. 


stration 
endsina 
sale, 


Duntley Pneumatic 
Sweeper Co. 
6495So0.StateSt, 
Chicago, Il 
Originators of 
Combination 
Pneumatic Sweepers 
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lifting the article into prominence, without eliminating the 
background or the other features of the picture. 


10. Giving Prominence to Important Features. 
Certain methods of bringing out particular parts of the picture 
for special attention of the readers, and of preventing other 
parts of the background 
or setting from detract- 
ing attention from the 
main subject, are avail- 
able. The idea is to 
center interest on some 
point of a picture that 
shows features or details 
to which it is desired to 


call attention. 

Treatment that may |B; Saat 
be used to put emphasis |F// Holiday Gifts of 
on the subject of an ad- ||| Fancy Silverware 


— 


In Lined Cases 


Booklet illustrating forty 
beautiful suggestions in sil- 
verware, varying in size 
from single pieces to 90- 
piece chests, mailed free 

on request, together 
with addresses of our 
dealers in your city. 


Our new CAROLINA pat- — 
tern, here illustrated, is one of 
our many handsome designs. 


vertisement, in this way, 
is shown in Fig. 7. Here 
the suggestion of the 
woman is retained, yet 
the advertised article has 
as much prominence as if 
the woman were not in- 
cluded. In this illustra- J 
tion the hose are shown Write for booklet L-128. ~~ 

: 1 = THE HOLMES & EDWARDS SILVER CO. 

in full-strength contrast- |£ (International Silver Co., Successor) | 
é 5 <je5 Bridgeport Connecticut 
ing the lighter tone. : 


11. Fig. 8 shows, in 
considerable detail, a 
room, including a woman using a sweeper. The various parts 
of the illustration are there, but all except the sweeper are sub- 
dued so that they do not take away from the point of interest, 
which is the sweeper. The effect of this illustration would be 
much weaker were the woman and the furnishings of the room 
pictured as dark and strong in tone as the article advertised. 


EUCLA ERAT EAYFULAUUESU RELA RLU vin 
Seago atten OS 
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By this method of treatment of the illustration, details may be 
included that would otherwise be too heavy and distracting. 


12. In Fig. 9 is shown another of this type of illustrations. 
In this instance, a full-strength half-tone of a spoon is shown, 
with the border design in gray. The engraving for the border 


Garford Ten Ton Tractor and Trailer 


Over 66% 


OTHING can better prove the The Garford truck is a prattical who yy cold anal to cold and long experience cen 
all-around efficiency of a motor ten year development—not a onetime tell the difference between intrinsic and 
truck than the amount of re- first-year experiment. It has proved inflated values. 

peat orders which come after the initial its worth and earned its salt in thous- 
trucks purchased have been given @ ands of lines of business. Garford trucks are working on 


good try out. Gaikwad teacke ds ete WEA some of the greatest industrial, munici- 
-Garford repeat ,orders run over fess time for less cost than any other _—PA#l and railroad jobs in the country, 
oie - 4 truck made, Geti with 4 
18 is @ record. et in touch wi us an we can 
/e can refer you to scores of prom- 5 : 

And our repeat orders are not  inent\business men who will more than ‘(reve the advantages, the eflciency and 
merely nominal. They are big trans COoEics Hila Stata the economy of the Garford—Amer- 
actions—often for 20 large chassis at a ica’s greatest truck. 
clip ; often single orders involve over Garford trucks are working for the 
$100,000.00—and more, largest concerns in America—concerns Investigate. 


Garford Philadelphia Co., Distributors 2308-10-12 Chestnut Street 


Bell Phone: Locust 4130—Keyetome Race 204! 
Service Department Open Twenty-four Hours Daily—Inclading Sandays 


The Willys‘Overland Company, Toledo, Ohio 


We manufacture Garford trucks ia 2, 3, 4, 5 and 6 too capacity—bedles to 
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design was made from a pen drawing; and a wash drawing or 
retouched photograph was used for the spoon reproduction. 
Fig. 10 is a further example of the gray-and-black effect. In this 
instance, a pen drawing was used for the entire illustration; a 
line engraving was made for the lettering and the truck, and the 
light effect of the rest of the picture was produced by the 
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engraver by use of what is called the gray process. This illus- 
tration is from a newspaper, showing that such illustrations may 
be satisfactorily printed in publications that do not use coated 
paper. The gray-and-black effects shown in Figs. 7, 8, and 9 
were also obtained by the gray process. 


13. In the illustration of a farm wagon shown in Fig. 11, a 
slightly different method of producing the gray-and-black effect 
was followed. In this picture, special attention is directed to 
the body, or box, which is made very prominent, while the 
running gear, or truck, is shown gray. In preparing such an 


like this one 


Has drop bottoms. To dump, press the foot Jever and the load is gone Will 
lighten your labor, save teaming expense and make you happier The many re- 
orders from old customers are conclusive evidence that they are satisfactory 

Don’t be in the dark, but let us send you full particulars. 


EVERETT MANUFACTURING COMPANY, 41 Lake Street, Newark, New York 
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illustration, a wash drawing or a photograph is retouched by 
intensifying the color of the box, and then the running gear is 
made lighter in tone by hand painting or the use of the air 
brush. It is reproduced by the half-tone process, and the 
background is cut away by the engraver. 


14. When illustrations of an advertised article demand 
considerable detail to picture properly the purpose for which 
it is intended, effective designs and pictures showing great 
variety of effects may be secured by the methods that have 
been described. 
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Illustrations like those in Figs. 7, 8, 9, 10, and 11 are good 
for booklets and all advertising appearing in publications that 
are printed on coated paper, and they can be used on cheap 
paper, too, provided a screen of proper coarseness is selected. 


15. Use of Sectional-View Ilustrations.—Many 
articles have important features of construction that cannot 
be seen in an exterior view, and in case these features are such 
as will be of interest to possible buyers, they should be shown 
by sectional or interior views. 

There would ordinarily be little reason for showing a sectional 
view of a sideboard or a teapot, but readers might well be 
interested in the interior construction of a heating furnace or a 
coffee percolator. So in regard to pipes for smoking, the exter- 
iors of many of them are much alike in appearance, but the 
interiors may differ greatly, and a sectional view would be 
required to show the special points of any particular one. 

Whenever more than the identification of the article is 
required, or when it is desirable to explain the operation of 
interior mechanism, a sectional view is of value; usually, how- 
ever, an exterior view should accompany it. 


ILLUSTRATIONS THAT TELL THE STORY 


16. The ideal illustration pictures an article or an idea so 
clearly and forcefully that it secures action on the part of the 
readers. The aim of the illustrator should be to picture the 
story so clearly and completely that the whole idea will flash 
instantly on the minds of the readers without need of reflection 
or the study of words on their part. The possibilities in this 
direction are shown by the success with which the moving picture 
in a few minutes vividly produces on the screen a complete 
play that on the theater stage would require 2 or 3 hours. 


17. A real illustration, therefore, not only illustrates the 
copy, but zs copy itself. And the better the illustration the 
less copy is needed to tell the story. Fig. 12 is a good example 
of an illustration where the picture tells the whole story. The 
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article advertised and its use are illustrated 
Makes Hard in such a complete way that almost no 


Cleaning 


copy is necessary. Only four words of 
type matter are used. They are all that 
are needed. The illustration is extremely 
simple, unnecessary details are eliminated, 
and it puts the product before the readers 
in a manner that is forceful and unmis- 
takable, easy to grasp, thoroughly busi- 
nesslike, and consequently more effective 
than any words could present it in the 
same space. 


INSPIRATIONAL AND COMPARA- 
TIVE ILLUSTRATIONS 


18. Among the illustrations that are 
most effective from a selling standpoint are 
those that lead the reader to want the 
article advertised, by comparing one situa- 
tion with another, as before-and-after 
scenes, or that picture the results or effects 
secured by the use of the article. 

The power of this class of illustrations 
lies in the fact that they leave little to the 
imagination of the reader, or, rather, they 
guide and concentrate the imagination on 
the one idea so completely that its mean- 
ing is forced home. The inspirational illus- 
trations show the reader where he will 
arrive by following the course recom- 
mended; the comparative illustrations not 
only show him where he will arrive, but 
where he is, and leave little opportunity for 
a wrong conclusion to be reached. 


19. The Before-and-After Idea. 
Fig. 138 shows a before-and-after view in a 
particularly striking way. At the bottom 
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is pictured a scene in the old type of cow barn, untidy, 
unsanitary, inconvenient. The upper picture, showing a scene 


De 
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* “When Dreams Come: 


‘This is the Sharples poster for 19/3-19 14 We want every cow owner to have one of these 

This poster is more than a beautiful reproduction of a beautiful painting. posters, They are printed in four colors, size 21 by 25 

Tris a message —the most important that Sharples has issued for many years. inches, and will be sent free and postpaid on request. 

IIs the most important message of progress in dairy science that has been made Ask also for the Milker Book. It contains some valuable information on milk and 
possible by the perfection of the Sharples Milker. milking. 

Genorations of dairymen haye dreamed of the time when they should be relieved of SHARPLES SEPARATOR COMPANY, West Chester, Pa. 
the dirt and drudgery of hand milking —of the greater efficiency and Jarger prosperity Chicago, Il Snir Dallas, T 

that should inevitably follow, Disaatherns Portland Ose Socsecaa Sues 
And now the dream is reality —fully tried and found perfects 


AGENCIES EVERYWHERE 


Fic. 13 


in a modern cow barn, is intended to be the dream of the farm 
boy after he reads the catalog at his feet. It is milking 


Res are high. Space is 
scarce. Many families are 
planning to take smaller quar- 
ters; to “double up” with rela- 
tives; to house an increased 
household in the same space they 
now occupy}; to have no over- 
night guests. 

Some of them will résort to all 
sorts of makeshifts to meet this 
situation. Others will enjoy all 
the comfort they have always 
known. 

A Kroehler Daven-O will take the 
place of an added room. And it will 
subtract from the family budget 
the extra rental which that room 
‘would cost. 


An added Room 


Subtracted Rent 


The Kroehler Daven-O, greatly 
refined and reduced in price, is a 
double-purpose davenport. It 
enables you to keep your living 
room a charming spot by day, 
and to make it a comfortable 
sleeping room at night. 

The Kroehler Daven-O is not a 
substitute for a bed. It is a bed, 
with a patented, sagless, folding 
metal bed-frame and springs, and 
with ample room, when folded, 
for a thick mattress, pillows and 
bedclothes. 

The Kroehler Daven-O is also a 
beautifully designed, handsomely 
upholstered piece of living-room 
furniture, completely concealing 


in its fine lines the fact that it 
can be converted into a bed. 
Made in attractive Modern Over- 
stuffed, Colonial and Period styles, 
with rich upholsteries of tapestry 
or velour, or substantial coverings 
of leather or leather substitute, a 
Kroehler Daven-O fits any dec- 
orative scheme. 

All genuine Kroehler Daven-Os 
have the Kroehler Daven-O trade- 
mark. In nearly every town 
some good dealer sells Kroehler 
Daven-Os for cash or easy pay- 
ments. Ask for a demonstration 
today. Or write for the dealer’s 
name and the handsome, illus- 
trated booklet. 


KROEHLER MANUFACTURING COMPANY, CHICAGO, ILLINOIS 


Factories at: Kankakee, Ill.; 


Kroehler D AVES INS 


Oe Co. 


Naperville, Ill., 


Binghamton, N. Y. 


Canadian Factory: Stratford, Ontario (65) 
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Make Every Window a 
Beauty Spot 


It’s easy—do it as thou- 
sands of women havedone. 


Write for the Kirsch Rod 
and Window Draping 
Book. It pictures ideal 
curtains for every room. 
Tells what materials and 
colors are correct. It’s 
sent free of charge. 


See an 


Bye sy 
ee 


—— 
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To insure effective results, 
hang curtains on 


Kiiseh’ 
FLAT Curtain Rods 


The flat shape prevents 
sagging, holds headings 
erect, makes smooth hems. 
The graceful curved ends 


allow room for shades and 
permitdrapingcleartocas- 
ing, shutting out sideglare. 


The beautiful velvet brass 
or white finish prevents 
rusting or tarnishing; stays 
like new for years. 


Kirsch Flat Curtain Rods fitany 
window. Come single, double 
or triple to secure any draping 


effec: . extension style or cut-to- 
length, 


Sold ie Better Dealers Everywhere 
In writing for the new 1921 Kirsch Rod and Window 


Draping Book, won't you please mention if you have re- 
ceived previous "editions of our book? 


KIRSCH MFG. CO., 112 Prospect St., Sturgis, Mich., U. S. A. 


Remember To Ask For 


on “AH winter 
ey me \ i, 
\ My i i i 


a 
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time, and the latest Sharples milking appliances are illustrated 
in use. 

The situations pictured in before-and-after illustrations, 
while showing strong contrasts, must be true to life and not 


Comfortable—even in overheated rooms 


Here's why Duofold Health Underwear keeps you comfortable, even in 

overheated rooms, and at the same time keeps you warm enough outdoors 

and protects your health: 

It is a two-layer fabric with air space between—a thin layer of fine Wool 
outside for warmth and a thin layer of soft Cotton inside for comfort. 

Only the layer of soft cotton touches the skin, hence there is no possible 

irritation from the wool. 

If you perspire, the bodily moisture is absorbed from the inner layer of 

cotton by and to the outer layer of wool, where it quickly evaporates. 

This keeps both the body and garment dry. There is none of that wet, 

“clammy” feeling. 

When you go outdoors into the cold and damp, you run far less danger of 


catching cold. You remain comfortable, because your underwear is 
dry and the layer of the wool keeps the co/d out and bodily warmth in 


Duofold is the “ounce of prevention” better than a “pound of cure.” 


It costs no more than other good winter underwear, yet there is none 
other like it. Made for men, women and children. 


Sold by men’s furnishing, dry goods and department stores, 


Session” 


Duofold Health Underwear Co., Mfrs. 


HENDERSON & ERVIN, Sales Agents, 331 Fourth Avenue, New York City 


CHICAGO: 424 S. Wells Street SAN FRANCISCO: 742 Market Street 
BOSTON: 52 Chauriey Street ATLANTA: 601 Silvey Building 


“Rockinchair for Summer Wear, Duofold for Winter Wear” 


ne 16 
exaggerated, and must have a wide appeal. It is by com- 
paring two extremes, or modifications of extremes, that the 
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advisability of purchasing an article is pictured strongly to 
the reader. 


20. Picturing the Results.—Fig. 14 is an inspirational 
illustration. It shows the after effects secured by the use of 
the article advertised. When only one picture can be shown 
because of limitations of space or other factors, rather than to 
show the article alone or only to show the before effect or 
situation, it is best to choose the after effect or final scene, and 
in it introduce people, who, as near as possible, should be the 
readers. In this way the results secured through the use of the 
product are shown, and the introduction of life—people—brings 
home to the readers the connection between the situation illus- 
trated and conditions that exist with them as they read. The 
comparison that results is to some extent like the one in the 
before-and-after illustration. In this example, as in Fig. 15, 
the introduction of a person makes the illustration more inter- 
esting and pictures the copy better thanif she were not included. 

Fig. 16 makes a comparison between the wearer of the 
underwear advertised and a person that wears the ordinary 
underwear. The comparison is well illustrated. It gives 
prominence to the desirable attitude and makes a picture that 
is unusual. 


PICTURES OF CHILDREN IN ILLUSTRATIONS 


21. Illustrations that make an appeal to parents through 
the child are effective. A number of successful advertisers 
appeal to mothers by making the child the principal feature 
of the illustration, but the article advertised is plainly shown. 
Fig. 17 is a good example of this method. 

The advertiser does not expect to sell to the child. He uses 
the child’s influence with the parents to make the sale. This 
appeal is one that may be used in the advertising of a large 
number of articles, and it is well for advertising men to give it 
due consideration. 

Another feature that adds to the strength of the child appeal 
is that children will see the pictures, and even if unable to read 
the copy, they will ask questions that may produce sales. 
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22. Fig. 18 is another example of the use of pictures of 
children in connection with food products. Such pictures bring 


They Prefer it 
to Plain Milk 


Adults need more milk, but children especially 
should be given a lot of it. 


They simply “love” it in the form JUNKET TABLETS: A package of 
of JUNKET. And this is fortunate, 10 Tablets makes 50 individual dishes. 
because Junket is a most wholesome You add sugar and flavor according 


to any of a wide 
variety of recipes. 
JUNKET POWDER: 
Already sweetened 
and flavored 
Comes in6 delight- 


food for all people. 
It is milk in a 

dainty, tasty, more 

palatable form. 


it is milk in the ~ MADE with MILK 


form of a light des- 


sert that can be eaten and enjoyed by ful flavors.. Simply stir into the milk 
everybody, no matter what their diet and let set—a very convenient and easy 
requirements may otherwise be. way to make delicious Junket. 


POWDER 


Serve Junket often — 
for enjoyment, health and economy 


Sold by grocers and druggists 


Send 4c in stamps and your grocers 
name for Sample. Full-size pack- 
age of Junket Tablets mailed on 
receipt of 15¢ or 20c for Junket Powder 


THE JUNKET FOLKS, Little Falls, N. Y- 
in Canada: Chr. Hansen’s Canadian Laboratory, Toronto, Ont. 


Use Junket Tablets or Powder for making velvety, 
wholesome ice cream 


out the idea of purity, and suggest that food that is good for 
the child is good for any one. 


23. When illustrations containing children’s pictures are 
desired, it is always better to secure the services of an artist 
who either specializes in drawings of children or can make child 
drawings that are much better than the work of the average 


THE SATURDAY EVENING POST 


Anew syrup — 


mellow and delicate 
CThe makers of Brer Rabbit Molasses 


pres ent 


Penick Syru 


EE 


ENICK SYRUP has been perfected 

by America’s great syrup makers syrup. Puddings, 
after twenty-five years’ experience in the cakesand pieshave 
making of fine syrups and molass 


S. a new deliciousness when they are made 
7 : 2 with Penick Syrup. Make your favorite 
In this new syrup they have so care Se s 
= wan ‘ candy with Penick Syrup and give it a 
fully blended corn and sugar cane prod- : 


smoothness it has never had before, 
ucts that they have given it a rare smooth Se id before 


ness and mellowness—a delicacy of flavor Your grocer carries Penick Syrup in 
that brings out the goodness of all the three delicious flavors—Golden, Crystal 
foods it is used with. White and Maple. 


Penick Syrup and griddle cakes! Try | TEMPTING RECIPES FREE. Send for this booklet 
thém' and’ see if you aren’t carried back  ©/ naw suddestfons for desserta/and cand sete 


i made with Penick Syrup Address Penn Ford, 
to the days when nothing ever tasted so Ltd., New Orleans, La,, or Cedar Rapids, lowa 


PENICK & FORD, Ltd.,Wew Orleans 8 Cedar Rapids 


MADE BY THE LARGEST PACKERS OF SUGAR CANE PRODUCTS 
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An 
Old Time 
Delicacy 


s jast the 
kind your mother and 
other used to 


kK with, 


All the old homely 
: iH 


tes will come 


° 


own again now that 
sive them back 


clicious flavor. 


tantalizingly 
brown 


1 such a 


»thsomeness 


to smell it 


hu de- 

light. Hunt up your mo- 

lasses recipes and see 

what new and wonderful 

results you can get with 
Brer Rabbit 

ecipe Book 

uW t f B Rabbit 

R fi n dishes 

ious 

iddress 

Pe & I Lid., New 


IN THE WORL 
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artist. Good drawings of children are hard to secure, because 
the subject is one that few artists can handle well. 


MACHINERY 63 


We direct your attention to 
the list of dealero who carry 
Cinerican, Swiss Fileo 

Files of Precision 


Anchor Tool & Supply Co., New York City ’ 2 
SSE Sp Se Tee aed Toolmaker’s Files 

Boyer-Campbell Co., Detroit, Mich. 
Chandler & Farquhar Co., Boston, Mass. 
Coghlin-Kirkby Machinery 

& Supply Co., Toledo, Ohio 
Ducommun Hardware Co., Los Angeles, Cal. 
Peter A. Frasse & Co., Inc., New York City 
Hamilton Hardware Corp., Waterbury, Ct. 
M. D. Larkin Supply Co., Dayton, Ohio 
Ludlow & Squier, Newark, N. J. 
C. S. Mersick & Co., New Haven, Ct. 
Machinists Supply Co., Chicago, II. 
Machinists Supply Co., _ Pittsburgh, Pa. 
C. W. Marwedel & Co., San Francisco 
Wm. McClellan & Co., Cleveland, Ohio 


Sidney B. Roby Co., Rochester, N. Y¥. 
Chas. A. Strelinger Co., Detroit, Mich, 
Louis F. Seltenreich, Buffalo, N. Y. 
Syracuse Supply Co., Syracuse, N. Y. Catalog on Request 
Tracy, Robinson & 

yb srs Hestoet, Ce American Swiss File 
White Tool & Supply Co., Cleveland, Ohio & Tool Company 

Order from the nearest SALES OFFICE: 
26 John Street New York City 


Factory: Elizabeth, N. J. 
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PICTURES OF HANDS IN ILLUSTRATIONS 


24. Good pictures of hands can be used to advantage in 
making illustrations that are strong and that get the attention 


Ivory Soap lathers freely but rinses easily. 


Is it any wonder that nearly 


Cleanses thoroughly but does not injure. 


everybody uses lvory Soap A solid, lasting cake but floats. 

Unsurpassed for bath and toilet, yet equally 
satisfactory in the laundry and around the 
house. 


nearly all the time for 


nearly everything ? As good soap as can be made, yet costs but 


a few cents a cake. 
IVORY SOAP .. 


WO... 


HLSIGN VALE AS 
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of readers. A good drawing of a hand is a rare thing. Where 
a good drawing is not available, a photograph may serve the 


§ 29 ADVERTISEMENT ILLUSTRATION 97 


purpose. In Fig. 19a photograph was used for the hand, while 
in Fig. 20 a drawing was secured. 

In showing a hand in connection with the article to be illus- 
trated, it always is best to have the hand in proportion to the 
article. Fig. 21 is an illustration of what not to do. In this 


The Economy Eclipses Every 
Effort in Stove Selling 


We can’t help blowing our own horns once in 
@ while, particularly when our carefully laid 
plans go through without the least possible 
hitch. This is the case with our stove busi- 
ness this fall; everything turned out as we. 
predicted, and in consequence this store has 
become the stove center of this part of the 
state, backed by Stoves of the most famous 
makes, 

A superior. Heater fitted for double heating 
purposes and suitable for large room house; at 


S22.50 


Other Parlor Heaters with beautiful nickel 
trimmings. Prices begin at 


12-50 


Location: 


316- 318 “Lackawanna Ave. 


Fic. 21 


picture the stove is sacrificed for the hand and makes a freakish 
illustration. An extremely good use of the hands in an illus- 
tration is shown in Fig. 22. The striking manner in which the 
hands are pictured assures an illustration that compels atten- 
tion and gives an impression that remains in the mind of 


readers. 
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ADVERTISEMENT ILLUSTRATION 


PICTORIAL VALUE IN ILLUSTRATIONS 


§ 29 


Pictorial value in illustrations is of marked importance, 


and should be secured to as great an extent.as possible. 
what constitutes pictorial value will be made plain by an analysis 


Are 
Your 


Hands Tied? 


Do you want to get on— SUCCEED 
—earn more money? Is there a cer- 
tain line of work in which you think 
you could do better—if you only had 
the training? Or a certain kind of 
position you would like to hold — 
only you fear your “hands are tied’’? 

Don’t let your ambition die! Don’t think 
your hands are tied! Don’t think that you 
can’t strike out for advancement and success 
—that you do not dare, because you must 
eke out your daily bread—that you must go 
on in the same old rut as long as you live. 

Get out of the crowd of ordinary untrained 
men whose each day’s work puts them 
no further ahead. 

Start your advancement NOW — mark 
the coupon with a cross oppasite the occu- 
pation you prefer, mail it to-day, and let the 
International Correspondence Schools give 
you full information on how they can Ae/p 
you to succeed —costs but postage —you incur 
no obligation. 

Simply let the I. C. S tell you how they 
can assist you to become an EXPERT in 
your chosen workin your spare time —at 
home — no matter where you live or how 
little you now earn 


It's a winning game for you — if you will 
only enter. 


More than 400 I. C. S. students monthly 
VOLUNTARILY report increases in pay 
due to I. C. S. help, 


The world owes you success if you demand 
it—the world owes you nothing if you do not. 


Mark the coupon—begin NOW! 


ne 
Wireman 
ne Expert 


Present Employer — 


Street and No, 


Just 


of the illustration in Fig. 23. This advertisement occupied a 
full page in a farm paper. The picture has a great deal of 
detail, including men, binders, horses, fields, and general scenery. 
And far up in one corner, very small, is the subject of the 


after the 4hheat comes the Corn 


W: EAT harvesting is sensible harvesting. Your reapers and binders clip 


' the golden straw close to the level of the ground, leaving the soil smooth 

and even and ready for the next plowing. The threshers separate the 

grain from the chaff and deposit your straw in stacks ready to be baled for 

market or used as bedding for your stock, to be returned again to fertilize 
your helcds. 


But how about your corn? Will you gather only the ears, leaving the 
stalks and leaves to dry and wither in your helds, making double work of pre- 
paring the soil for the next crop? Or will you be scientific and harvest the 
entire crop, from ground to tassel, and preserve all the yield of your corn 


INGA 


Cor stalks, cobs and leaves are precious feed for all seasons of the year 
when preserved in an Indiana Silo. Compared with the straw from the wheat 
fields they are as gold compared with copper. They make flesh and bone, milk 
and butter, pork and mutton; they put strength into the muscles of your horses. 
The manure from silage-fed animals is food for your soil. 


After. the wheat comes the corn. Profit from the lessons of your wheat 


field and harvest your corn sensibly, profitably and with your eye to the profits 
that follow the use of the Indiana Silo, the ‘ Watch-tower of Prosperity.” 


Write for Catalog, Prices and special proposition that will enable 
you to own an Indiana Silo in lime for this year's harvest. 
The payments will take care of themselves. 


THE INDIANA SILO CO. 
586 Union Building, Anderson, Indiana 
$80 Exchange Building, Kansas City, Mo. 586 Indiana Building, Des Moines, Iowa 


586 Live Stock Exchange Building 


Fort Worth, Texas 
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advertisement, a silo. In the illustration, the silo is made small 
because the real subject of the advertisement is not the silo 
itself, but the need for and the value of a silo. The surround- 
ings in the picture emphasize the need, by picturing the pros- 
perous conditions resulting to the farmer using the sensible and 
economical methods of handling a crop of wheat, which are 
known to most farmers, and suggesting that by the use of a 
silo equally satisfactory results may be obtained in handling 
corn or other crops, the advantages of the use of a silo being 
not so well understood by farmers in general. 

The small picture of the silo is in natural proportion to its 
surroundings, and for this reason, perhaps, is more effective in 
suggesting that prosperity and silos go together than it would 
be if it were made so large as to disfigure an otherwise natural 
and pleasing scene and raise a suspicion of an attempt to force 
the inference. 


26. Fig. 24 shows another illustration where the article is 
made incidental to the scene in order to secure the added power 
of pictorial value. Here are pictured man, wife, and a ser- 
vant. The table water they are so pleased with is about the 
smallest part of the illustration, yet it is the subject of the 
advertisement. In this type of illustration the picture as a 
whole is intended to hold the attention of the reader on the 
use of the product rather than on the beverage itself. In this 
particular illustration, every necessary detail has received care- 
ful attention by the artist. In the picture the article is given 
emphasis because the waiter is shown in the act of pouring the 
water, and the position given the bottle is the very center of the 
illustration. 


27. A further example of this style of illustration is Fig. 25. 


This picture is merely suggestive of pleasurable use of article. 
The advertisement is one of soap, but there is no soap at all in 
the illustration. It is the use of soap that is shown. In other 
words, the idea is to get the required strength from pictorial 
value of the illustration. An illustration of this kind is good 
because it shows the use of the product in an interesting 
manner. 


PARADI SE ‘WATER 


Try This Delightfully Different Water 


From Paradise Spring in Maine. 


Paradise Water is so de- 
licious—so healthful—so 
pleasing in every respect 
—because it is so pure. It 
sparkles like adiamond— 
and is as flawless. A de- 
light to the eye as well 
as to the palate. 

When Longfellow and 
Hawthorne attended 
Bowdoin College, Maine, 
class of 1825, their favor- 
ite haunt was the nearby 
Paradise spring. 

Today as this same pure 
water ceaselessly gushes 
forth, it flows through a 


glass pipe intoa glass-lined 
storage tank, thence into 
asilver-Jined bottling ma- 
chine. Beforebeing filled 
the bottles are washed, 
rinsed and sterilized; and 
only brand-new bottles are 
ever used. 

Paradise comes in both 
Natural or Carbonated. Vf 
you like the latter style 
you'll be particularly de- 
lighted with the sparkling 
carbonization of Paradise. 
Once you try Paradise 
you'll find it hard to go 
back to ordinary water. 


Also Sold by Grocers and Druggists 


PARADISE SPRING CoMPANY - 


PAR 


Quart 
Pint 
Carbonated, Quart 


Natural - 


Split WATER 


Brunswick, Maine 


25 Cents 
15 Cents 
30 Cents 
20 Cents 
15 Cents 


ADISE 
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Whenever soap 
comes in contact with 
the skin—use Ivory. 


COPYRIGHT 192) BY THE PROCTER & GAMBLE C0, CNCINNATI 


Aygiene and good taste lay down these requirements for soaps 


Abundant Lather........for quick thorough cleansing. 
Easy Rinsing...........for freedom from soap as well as from dirt. 
Mildness...............to avoid even the slightest feeling of irritation. 


Purity. .......+ee+++++.80 that no matter how often itis used daily, the 
soap will do no harm. 


Whiteness..............for immediate evidence of high grade ingredients. 


Fragrance..............to make it pleasant to use, yet free from obtrusive 
perfume. 


“Tt Floats”.............for convenience and economy, 


You will find all these seven essential qualities in Ivory Soap. This is why 
it is unsurpassed for so many uses: daily bath, toilet, shampoo, nursery, fine 
laundry,—and in all housework where soap comes in contact with the skin. 


IVORY SOAP 994% PURE 


IT FLOATS 
Fic, 25 
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28. A final example of a good pictorial illustration is 
Fig. 26. Here again the article is not a part of the real 


Motor Boating— 
Ten Miles for a Dime! 


l Us the river to your favorite picnic spot, across the 
lake to a neighboring resort for an evening’s entertainment 
or off for a day’s fishing—miles of waterway are just a pleasant 
jaunt when your rowboat or canoe is Evinrude-powered. 
A turn of the flywheel and you breeze away, for a half hour ride 
or an all day cruise with no oar-work to spoil the fun. And think 
of the economy of this husky little motor! Only a penny a mile 
for ‘“‘gas’’ and oil—a whole afternoon for a quarter! 


The Evinrude is the world’s standard power plant for watercraft, 
gradually developed and perfected by a great organization through 
a period of years. Its dependable, vibrationless power is known 
wherever navigable water flows. 


See the Evinrude at your sporting goods or hardware dealer's. 
Ask him why it costs only $10 a year. Or send for catalog. 


EVINRUDE MOTOR COMPANY 

458 Evinrude Bldg., Milwaukee, Wis. 
DISTRIBUTORS: 

69 Cortlandt St.. New York, N Y 

780 Commonwealth Ave., Boston, Mass. 

440 Market St., San Francisco, Calif. 

211 Morrison St, Portland, Ore. 


EVINRUDE PLAYGROUNDS No. 7 
ful stretch of the Ohio River at Madison. 
Indiana. More than 1000 Evin 

hg rudesare in use on this river 


EVINRUDE 


DETACHABLE MOTOR FOR WATERCRAFT 


Two Horse Power 

Automatic Reverse 

Built-in-Flywheel 
Magneto, 


picture. Its use is suggested. The enticing water scene is 
intended to arouse in the reader a desire for the boat motor 
advertised. 
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ILLUSTRATIONS THAT ARE TIMELY 


29. The picturing of certain occasions or events of popular 
interest, while the subjects are fresh in the minds of the public 
lends attractiveness to an advertisement and gets attention. 


‘OR brides, or mothers of brides, The stove comes to you complete and 
this is the ideal stove, For it burns inex- can be put in any part of your kitchen. Our 
pensive oil or gasoline in a new way, giving 
the gas stove convenience of city homes no 
matter where 


patented giant burners are wonders. They are 
sparing in fuel consumption: and absolutely 
safe, They 


you live give a hot, 
Think of De steady fire 


fame | )EIROIT VAPOR STOVE S Raia 


troit- Vapor 
"WORK Like= Gas® the cook: 


kind that ing utensils 
work like gas. Avoid swel- 


¥eu simoly BURN OIL OR GASOLINE (6.0; 


hot cook- 
and put the 


stove this 


cooking on at once— just like a city gas stove summer by using a cl safe, reliable Detroit Pi 
No waiting for burners to generate. No wicks, Vapor stove. You will do away with the dict and discomfort iy 
asbestos rings or anything like a wick to burn — Moneys too. The entire of manning 3x Tess! tun one cent: ei Brow ’ 

: n atal F Y ? c , 
out or replace. Nor do you need to install any — Some dealer near you sells Detroit-Vapor stoves. See one today. Also fill out / 
costly piping or pressure tanks. and mail coupon for our free stove book K6, showing the latest styles and sizes, selling for $10.00 up. fo 


SF own out and 

mail this cou- 
pon today and it 
will bring you our 
free stove book K6, 


THE DETROIT VAPOR STOVE COMPANY, DETROIT, 


« ) ait 


MICHIGAN 


o O or (Solid me 


‘The Detcoit Vapor Stove Company, 
Detroit, Mickigan 


1} 


rain wrecke 
y the spreading of Tails 
uring a river flood, 


A PERSONAL QUESTION 


Who will care for your loved ones if 


You are accidentally injured or killed? 
vw 


They live to-day through your efforts. 


Who will take care of them on a fatal to-morrow? 


AN AETNA ACCIDENT POLICY 


will protect your income and theirs when your earning 
powers cease through accidental injury. To be fair to your- 
self —to be fair to your family is to own an A.tna Accident 
Policy. 

Write to-day for full information. Use coupon below, 


ETNA | LIFE INSURANCE CO. (Drawer 1341), HARTFORD, CONN. 
I am under 65 years of age and in good health. Tell me about ATNA Disability 


Insurance. My name, business address and occupation are written below, 


Fic. 28 
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Fig. 27 shows a bride and groom, and the advertised article. 
This article, a vapor stove, is pictured in a kitchen, making a 
suggestion for newly married couples. The advertisement 
appeared in May, and was meant to reach June brides. Itisa 
good example of one form of illustration that is timely. The 
drawing is made to appeal to rural people. 


30. Certain insurance companies are believers in timely 
illustrations. Fig. 28 shows an illustration of a train wreck. 
This picture, from a photograph, appeared shortly after a 
train wreck that was national in its interest. Newspapers 
featured the wreck in their news columns, and while it was still 
fresh in the mind of the public, this photograph was used to 
arouse immediate action among those who might be induced 
to buy accident insurance. The strength and value of this 
illustration can easily be seen. It makes an impression on the 
mind of the reader and shows in a striking manner the need of 
accident insurance. 

Illustrations referring to times and seasons are good only 
when used at the particular period; for instance, a picture of 
Santa Claus before Christmas, a turkey preceding Thanks- 
giving, a little New Year figure as the New Year approaches, 
and so on. 


HUMAN-INTEREST ILLUSTRATIONS 


31. The use of pictures of smiling, happy men and women 
and children in advertisements gives illustrations what is 
known as human interest. The careful selection of a model, if 
a photograph is used, or the care in the preparation of a draw- 
ing, is very necessary to the securing of results that will give 
fitting illustrations. 

There is hardly a reader who sees the illustration in Fig. 29 
that won’t stop and be interested because of the excellent 
photograph of the mother and child. They both are happy and 
healthy looking, and create a pleasant impression at once on 
the reader. The reason the picture was used, and the connec- 
tion of the woman and child with the advertised flour is left 
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discreetly to the imagination of the reader. Thisisa very good 
example of a picture that is made to tell a story. One difficulty 
here is the tendency of flour makers to use similar illustrations 


Fic. 29 


and even similar slogans with them. So much is this true that 
there is confusion sometimes as to the brand people connect 
with the picture and slogan. 

19-8 
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32. Usually there is nothing particularly attractive about 
a picture of a suit of clothes, yet when a suit is pictured on a 


EEE 


YALE-locked for the night 


HOUSE that is Yale-locked is as securely locked as 

human skill and ingenuity can make it. It makes no 

difference whether a Yale Cylinder Lock or a Yale 
Night-Latch does the locking, the security is there. 


A Yale Night-Latch is a Yale Cylinder Lock from the outside, opened only by its 
own key. From the inside it’s a latch opened by the turn of a knob. It is called “the 
lock of convenience.”’ It is the lock of absolute security p/us convenience. Your hard- 
ware dealer will show you several styles—all safe to buy if the name Yale is on them. 


Look for the name (YALE ) on Locks and Hardware 
The Yale & Towne Manufacturing Company 


Makers of YALE Products: Locks, Padlocks, Builders’ Hardware, Door Checks and Chain Hoists 
9 East 40th Street, New York City 
Cnicaco: 74 East Randolph Street San Francisco: 134 Rialto Building 


Canapian YALE & Towne Limirep: St. Catharines, Can. 
2M 


Fic. 30 


man and is attractively drawn by the artist, it gives interest 
and creates a favorable impression. However, one large clothing 
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house, has, by the way of variation, used 
to advantage carefully arranged illustra- 
tions of suits and overcoats without the 
figure. 


33. Illustrations containing human in- 
terest are varied. Fig. 30 is a picture, very 
s well drawn, that shows a situation every 
one will readily grasp—a situation with a 
wide appeal. It would be good if only the 
Woman were shown. It is doubly effective 
as it is, because the child is included. An 
illustration such as this will make an im- 
pression on mothers and fathers and cause 


Are your feet safe? them to look to the locks that guard them 


—safe from the crimes of . 
Mr. Pointed Shoe? Or are at night. 


they troubled and tortured 
with corns, bunions, cal- : . ' 
louses, ingrowing nails, fall- 34, Fig. 31 is a type of picture full of 
enarches—those very visible : : a : 
results of crowding the feet Htman interest that will bring home to the 
into wrong-shaped shoes? 5 

In well-bred, evercom- readers the value of comfortable shoes— 


fortable Educators, your 


feet, and your children’s egnecially for children. The illustration 


feet, will find complete 


safety. Because Educators males the child appeal while the copy cov- 


not only prevent nerve-rack- 


ing foot ailments but help ers Hoth children and grown-ups. 


Nature banish any foot-ills 


you may have gotten from An illustration with human interest is 
pointed shoes. 


They amply “let the feet hest, when it pictures a story. or situation 


grow as they should’— 


straight-boned, smooth- that will be of interest to every one, and it 
fleshed, supple. 


Get the whole familyinto must include a person or persons. When 
Educators, today. 


RICE & HUTCHINS human figures are used in illustrations of 

Fp UCATOR men’s or women’s clothing or such articles, 
SHOE® and it is impossible or undesirable to pic- 

WOE ture a situation as was done in Figs. 30 

and 31, care must be taken that the 


A wellired 
shoe for 


iless stamped 
Bis thie it ie 
Educator. 


#5 MEN, WOMEN 
and CHILDREN 


Book of Crimes—FREE 


“Beat Bones Make ‘ 
wibieste aio: = lm §©6people are real looking and that they 
Sines ave commited : \ ; : 

tide the crimes radiate satisfaction with the advertised 


article. 


rere 35. The plan of introducing the human 


AS SMatinwn ke fore operates successfully with a great 
Fic. 31 ; : 
many subjects, though not so strongly with 


110 ADVERTISEMENT ILLUSTRATION § 29 


some as with others. It would not be advisable, for instance, 
to bring in the entire figure of a man to illustrate a cravat. 
But an illustration of the neck and head of a pleased man 
tying a cravat would be permissible, provided it were made 
in such a way as to bring out the cravat prominently. 


Ww. L DOUCLAS was PUT 
: dap TOWORK PECCINC BHOES 
AT BEVEN YEARS OF ACE. 
ME BECAN MARUIAC 
TURING IN (878 WITH A 
oS CAPITAL OF $875. 
H Ls 


W.L. GLAS 


“THE SHOE THAT HOLDS ITS SHAPE"”’ 


*3.00°3.50°4.00 °4.50°5.00&°6.00 


YOU CAN SAVE MONEY BY 2 
WEARING W. L. DOUGLAS SHOES 
THE BEST KNOWN SHCES IN THE 
WORLD. VALUE GUARANTEED 
W.L. Douglas guarantees the value and 
protects the wearer against high prices 
for Inferior shoes by stamping hisname 
and the retall price on the bottom. They 
srealways Worth the price paidforthem 


For 33 years W. L. Douglas name has stood 
for shoes of the highest standard of quality for 
the price. If you could visit his great factory 
at Brockton, Mass., and see how carefully the 
shoes are made, and how the actual value of 
every pair of shoes is determined before the 
retail price is stamped on the bottom, you 
would then understand how W. L. Douglas 
guarantees their,value, and why his shoes 
hold their shape, fit better and wear 
longer than other makes for the price. 


W. L. DOUGLAS $4.00, $4.50, $5.00 | 
& $6.00 SHOES for style, fit and wear 
are just as good as those of other makes ‘Gateace Reew 

costing $6.00 to $8.00. WL Doogias, Brockton, Mass, 


None Genuine unless W.L. DOUGLAS NAME BOYS’ SHOES! $3.00,#2.50 
and theretallpriceisstampedontbe Dottom got i. the World) ANd $2.00 


W. L. Douglas Stores in Greater New York: 


#2779 Third Av.. det, r4sth & rq7th Sts. |*859 Manhattan Avenue. 
347 Fiehth Avooue. 1779 Pitkia Avenue, 

$250 West 125th Streets JERSEY CITY—18& Newark Avenue, 

x OKLYN *UNION HILL—276 Bergenline Ave. 
421 _Fniton Street, cor. Pearl, Fee hares * S 
708-710 Broadway, cor. Thornton, | “NEWARK -- S83 Broad Street. 
#1452 Third Avenue, 1367 Broadway, cor. Gates Aveoue, |*PATERSON—192 Market Street. 
#2202 Third Av., cor, 120th Street.| *4 Fifth Avenue, cor, 11th Street. | *TRENTON-101 B, State St., cor. Broa’ 


Stores marked with a* carry complete lines of W. L. Douglas $3,00 and $4.00 shees for nomen 
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eS prware or 
susstitures | 


93 Nassau Street. 
755 Broadway, corner 8th St. 
3847 Broadway, near 14th St, 
#1352 Broadway, cor. S6th St. 
1495 Broadway (Times Square), 
*O84 Third Avenue, 


Size and character of space enter in, also the nature of the 
situation suggested by the illustration. While in many cases 
a mere hint of the human figure suffices, in other conditions, 
the whole figure or the larger part of it is needed. The idea 
of safety, for instance, in Fig. 30 would be incompletely 
expressed with less of figures shown. 
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USE OF ADVERTISER’S PORTRAIT 


36. The advertising value of the advertiser’s portrait 
depends on what it stands for relative to the article advertised. 
If the business is such that a great deal of personal trust is 
required in the advertiser on the part of customers, it is of 
advantage to publish the portrait—provided that his likeness ; 
is one that reflects honesty and trustworthiness, and tends to 
inspire confidence. 

Sometimes the advertiser desires a trade mark that cannot 
be imitated easily. A good example of this use of a portrait 
is found in the advertisement of W. L. Douglas shoes, as shown 
in Fig. 32. Douglas’s face appears in every advertisement 
and makes a trade mark that cannot be imitated successfully. 


ILLUSTRATIONS THAT INSPIRE ACTION 


37. A much-desired class of illustrations are those that 
induce action on the part of the readers of advertisements. 
Illustrations that suggest the action desired are used most 
effectively in connection with a coupon as a part of the adver- 
tisement. 

A coupon in an advertisement is one means of suggesting 
action on the part of the reader, but any advertisement is more 
effective when it contains an illustration that still further 
moves the reader to take the action suggested. An illustration 
of this kind is shown in Fig. 33, in which a man is shown inserting 
a coupon in an envelope—just what the headline suggests that 
readers do. 


38. Another example of the action-getting illustration is 
given in Fig. 34, which shows a housewife writing out a grocery 
order, and suggests the ordering of the advertised article. 

There are other types of illustrations that suggest action. 
The idea is to picture a man or woman, boy or girl, doing part 
or all of the things it is desired that the readers do. It is 
human nature to follow the lead of some one. In the action- 
producing illustrations the aim is to take advantage of this trait. 


The Next 
Important Thing 
for You to do— 


Mail 
this Coupon 


ON’T wait for accident or sickness to come to you. 
killed or injured last year by accident. 


were laid up by illness. 


Don’t take chances. 


One man in seven was 
Many thousands of our policy-holders 
Look out now while you can. Make 


things easier for yourself and yours when the accident or sickness does come. Read 
this letter from a woman in Ohio —‘‘I don’t know what I would have done if my 


husband had not carried your policy. 
he is sick. 


It is all I have to raise the children on while 
I have seven — the oldest only 15.”’ 


How about your wife ? 


@® AETNA-IZE @ 


A sudden attack of typhoid — an ulcerated 
throat —a quick grippe followed by pneumonia 
—an operation for appendicitis —you doce know 
when you are going to be sick. As for accidents, 
consider the manager of the department store 
in Atlanta who was so badly hurt by a flying nail 
-—or the girl in Dallas, Texas, whose clothing 


Protect Yourself With An Accumulative Disability Policy 


If you are totally disabled by any ordinary 
accident, we will pay you $25 a week as long as 
you live, or $50 a week if you are disabled by a 
railway, steamship, elevator or burning build- 
ing accident. And if you are sick with any ill- 
ness that confines you to the house we will 
pay you $25 a week forayear. Ifyou are killed, 
your wife will get from $5,000 to $15,000. If 


AXTNA LIFE INSURANCE 


Drawer 1341 


and Liability Insurance 


Agency opportunities for all Casualty and Bonding lines 


COMPANY 
HARTFORD, CONN. SS 


The largest company in the world writing Life, Accident, Health 


caught fire from the exhaust of a motorcycle 
motor—or the man in Providence, R. I., who 
was injured by a passing Junatic. These are not 
exceptions. We note such things every day as the 
demands for weekly indemnitiescomein, Things 

that seem absurd but they may put a man in 
bed for six months. 


you lose two limbs or both eyes 
we will pay you $5,000 to 
$15,000. Half as much for one 
hand, foot or eye. 

Send the coupon. It 
costs nothing and 
brings the whole 
story. 
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Are You in Doubt About Crisco? 


Have you often nearly ordered Crisco—but hesitated? 


Have you frequently ‘“‘wondered whether it is as good as they say it is??— 
but never found out? 


Have you thought sometimes you “‘would like to try it’? —but didn’t? 
If so, you are the woman who should consider these simple facts: 


*(RISCO 


for Frying -for Shortenin 
” “Ton Cake Making 
Criscé makes foods that are digestible and appetizing—it is less expen- 
sive than butter—it stays pure, sweet and firm as long as you are likely 
to keep it. 
It has won, by its all-around excellence, a multitude of 
friends among the capable housekeepers of the nation. 


Your interest in better food for yourself and your family 
should induce you to try one can today. 


The uses and advantages of Crisco are clearly shown ina book which 
will be sent you on receipt of five 2-cent stamps. The book also 
contains a different dinner menu for every day in the year, and 615 
recipes gathered and tested in actual practice by the well-known 
cooking authority, Marion Harris Neil. Address your request 
to Dept. H-3, The Procter & Gamble Co., Cincinnati, O. 


The ¥% marking indicates technical analysis of household apparatus, foods and toilet preparations only 
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ELIMINATING UNNECESSARY DETAIL 


39. Unnecessary detail always takes away from the effec- 
tiveness of an illustration. If the strong features of an article 
or of the use of an article are brought out in a simple manner, 


Half the Rubbing taken 
out of eretbing « 


we MANY USES AND E 
DIRECTIONS ONL 
SIFTER - CAN 
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and everything but what is absolutely necessary to the idea is 
omitted, the illustration will be greatly strengthened. As an 
instance of the simple, strong, direct, easy-to-grasp illustration, 
see Fig. 85. Think how far superior this picture is to one in 


No other 
sock is manuu- 
factured like 
the Inferwoven 
with its wear- 
proofed foe, sole 
and heel. and its 
perlectly fitting 
ankle, foot and 
instep. 


Inter woven 


TOE AND HEEL 
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F you are not yet wearing Interwoven 
Socks, the chances are it is because you 
do not know about them. 


The real superiority of these new socks 
is due to the way in which they are con- 
structed by the patented Interwoven machin- 
ery which makes them. 

Through their fine texture, their smooth, 
snug fitand their marvelous durability, Inter- 
woven Socks have become the largest selling 
mill brand of men’s hose in the world, 


Tnter woven 
Socks 


These socks are made in lisles, silks and 
cashmeres. Interwoven silk socks will give 
just as satisfactory wear as the famous Inter- 
woven lisles or cashmeres. 


TOE HEEL J 


ill find Interwoven Socks 
rca _ 


Interwoven Stocking Company 
New Brunswick; N.J- 
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which the entire woman 
should be shown, or if 
detail of the room were 
crowded into the illus- 
tration. An illustration 
such as this is about 
99 per cent. good. It 
would be difficult to im- 
prove. The article ad- 
vertised is shown plainly, 
but is not the main 
feature. It is its use 
that is chiefly shown. 


40. The difference 
in the effectiveness of 
the illustrations shown 
in Figs. 36 and 37 is 
easily seen. Both are 
intended to illustrate 
hosiery. Fig. 36 does it 
in a simple, direct way, 
keeping out details that 
are not needed. Only 
part of a man’s figure is 
shown. The merest 
flash tells that this is a 
hosiery advertisement. 
In Fig. 37 is shown a 
full figure of a man in 
evening dress. With- 
out reading the copy, 
this would do just as 
well for a clothing, hat, 
shirt, or collar or shoe ad- 
vertisement. It merely 
is a picture of a well- 
dressed man, and is a 
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very indirect way of illustrating hosiery. Fig. 36 is by far the 
better illustration for the purpose. 


41. The article itself and its use, with just enough, and no 
more, of surroundings to make the idea clear, to make the 
picture natural and to tell the story, are the things to include. 
Every point or feature shown should be there for some real 
reason, and any features that are not demanded by clearness 
or by the story should be excluded rigidly. 


PICTURES THAT DO NOT ILLUSTRATE THE 
HEADLINE OR THE COPY 


42. Some artists think that to illustrate an advertisement 
effectively and to make it striking, something must be injected 
into the picture or the 
design that will make it 
stick out, whether this 
something has any di- 
rect bearing on the 
product or not. This is 
why we see so many il- 
lustrated advertisements 
that appear hazy, 
clogged, or with illustra- 
tions that have little 
or no bearing on the 


erisride Homers 


product advertised. 
Because pictures live 
longer than copy in the 
minds of the readers of 
advertisements, and 
since pictures in adver- 
tisements invariably are 
looked at first, the pic- 


Thousands of persons are dveaming and plan- 
ning to own alittle farm some day. Are you one 
of them? <A home witha grove, truck farm, and 
poultry yard in Florida means independence. 
Success is easier than failure. Let us help you 
locate right. Illustrated booklets and “Facts 
about Florida,” FREE. 


FLORIDA EAST COAST RY. (1) 


J. E. INGRAHAM, v.-Pres., or LOUIS LARSON, Northwestern 
Room 111, City Bldg., Agent, Room 111, 109 West 
St. Augustine, Fla. Adams Street, Chicago, ‘Til, 
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ture always should create a favorable and a true impression on 
the possible purchaser. When an illustration fails to do this, it 
does not serve the purpose for which it was used. If the 


118 


For Businesses That Grow 


Shrewd business men fili present needs but 
with a keen eye for future expansion. By 
preparing for more business, they deserve 
more and have more. 


Such far-seeing men give the preference to 
Browne-Morse filing equipment, which com- 
pletely fills that two-fold demand of urgent 
present and probable future. In Browne- 
Morse cabinets you can have exactly what 
you require today. Yet it will never need 
replacing—Browne-Morse equipment is built 
to last. As for tomorrow, no matter how 


much or in what direction your business 
develops, you can always supply your needs 


from the Browne-Morse line—no matter 
what you have to file, there’s a section 
built purposely for it. 


Browne-Wlorse Cabinets 


Browne-Morse Quality Cabinets are a reve- 
lation of the craftsman’s skill. Scrupulous 
exactness in details, choicest materials, 
ingenious devices for smooth, noiseless 
action—these are a few of the many features 
that appeal to men who prefer the best. 
Other grades suit other requirements; but 
all maintain Browne-Morse reputation and 
standards. 


Write for our free literature on filing cab- 
inets, Let us tell you, too, about the 
famous “ Desk with Brains.” 


BROWNE-MORSE COMPANY 
1511 McKinney Ave., Muskegon, Michigan 


BRANCHES 
82-84 Fulton St., N. Y. City 61 Post St., San Francisco 
109 N.Frederick St., Baltimore 707 Arch St., Philadelphia, Pa. 
432-436 Broadway, Milwaukee Cor.11thandFSts,, Washington 
$12N, Broadway, St. Louis 82-84 Randolph St., Chicago 
EXPORT DISTRIBUTORS 
B, SOUTO CO., 108 Greenwich Street, New York City 
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illustration is supposed to 
illustrate truthfully the head- 
line of the copy or the copy 
itself, it is important that it 
succeed in doing so. 


43. The illustration in 
Fig. 38 fails to do this. The 
advertisement is directed to 
possible prospective residents 
of a southern state. The 
headline calls for an inviting 
illustration, but the picture 
used shows a tumbledown 
house with forbidding looking 
surroundings that would 
serve better to cause the 
reader to stay away than to 
become a resident of such a 
place as is pictured. 


44. A further example of 
the illustration that fails to 
picture any part of the adver- 
tisement is given in Fig. 39. 
Here are shown five pieces of 
office furniture, one on the tip 
of each finger and the thumb 
of a large hand. It belongs 
to the class of freakish adver- 
tisements. Such an illustra- 
tion has no value at all. It 
simply is a waste of adver- 
tising space. 


45. Fig. 40 shows how 
meaningless details detract 
from the product advertised. 
In this instance there are 
shown two men and a very 
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small section of a concrete post, which is the article advertised. 
A trade-mark covers most of what little is shown of the single 
post. In the copy there is no reference to the two men, but 
the reader is forced to view them, though he is supposed to be 
interested in concrete posts. 


46. Fig. 41 is a great improvement over these previous 
advertisements. It shows a number of posts and a section ot 


CEMENT 


Concrete Fence Posts 


Are Permanent Posts 


Wooden posts rot, may burn and must be frequently replaced. 
Concrete Lasts Forever 


Build your fence with concrete posts. They hold wire securely—will not 
heave from frost— will not pull up easily—need not be painted —will not 
be destroyed by worms, insects or other pests. Timfe and weather cannot 
affect them. Even a forest fire leaves a line of concrete posts undamaged. 
Farmers may make their own posts at odd umes at a cost not exceeding 
the cost of good wooden posts 

Write to us for information about making concrete fence posts. Send for 
Farm Cement News Nos. 7 and 8, vol 1, which tell how to make concrete 
posts Use 


UNI V ERSAL CEMENT 
For good concrete work. It isalways uniform, has good color and its quality 
isthehighest. UNIVERSAL s forsale by representative dealers everywhere. 


Universal Portland Cement Company 
CHICAGO PITTSBURGH MINNEAPOUS 
72 Wem Adams Street Frick Building Secunty Bank Building 
Plants at Chicago and Pimsburgh Anoval Outpe 12,000,000 Barrels 
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” Concrete Fences 
Grow Better With Age 


Fence your fields with concrete posts and cnd the bother 
and expense of constant repairs The concrete post grows 
harder and stronger each year—never decays, 1s there to stey 

Concrete posts save room, they are alike in size, shape, color 
and strength—look better than wood, and can’t be swept off by 
fires. They add more than their cost to the value of the land 

It doesn’t ox ro skimp when you build tor permanence Tse 


ALPHA “rerio” CEMENT 


for posts Foursacks. with sand and gravel, of binding power strong. Chemists watch 
° Ne 


make fourteen 7 ft nied Ty 


wire fencing—nothing else. There is nothing in the illustration 


that would serve to detract. 
exactly what is advertised. 


Readers can see at a glance 
In using illustrations, they should 


be made to serve their purposes, and to be more than space 


occupiers. 
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SEVERAL ILLUSTRATIONS IN ONE ADVERTISEMENT 


47. The successful use of a number of small illustrations 
in one advertisement requires care to make them all stand 
out, and to avoid a confused, spotty effect. They should be 


a “Wear-Ever’” 3 
Ee Aluminum Roaster ee 


OLDEN brown all over will 
be the LY satie ya: Seok 
roasted ina“ Wear-Ever” Roaster. 


“Wear-Ever” Roasters save 
fuel and time because they heat 
evenly and quickly. Besides they 
are self-basting—which improves 
the roast, means less work and 
ao burned hands. 


“Wear-Ever” Roasters may 
be used on top of the stove—over 
one burner—for baking, eto. 


food—hus no hinges to break—hbas round 
corners—is casity kept cican. 


Aluminum utensils are NOT 


The enormous pressure of roll- 
ing mills and stamping machines 
makes the metal in “Wear-Ever” 
utensils smooth, dense and rigid. 
They give enduring satisfaction. 

Always look for the ‘‘Wear- 
Ever”’ trade mark on the bottom 
of every atensil—if it is not 
there it is not ‘‘Wear-Ever.’’ 
Refuse substitutes. 

Get one of the special 20 cent 
one quart “Wear-Ever” Stewpans 


and see for yourself why so many Bread and Cake Box 
women 


Replace utensils that wear out = cee 

. : a is onesquart ‘* Ever’ 

with utensilsthat“Wear-Ever” "Sbetbpe soni SG cchts 
Get your special “ Woar-Evar” Stewpan and 
your “Woar-Ever” Theokegivieg Roaster 


at any ono of 289 Department or Herc are 
Stores in Greator Now York and Suburbs. 


4! ‘The Aluminum Cooking Utensil Co. 
New Kensington, Pa. 
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placed on a background that is very light or white in order to 
get all possible contrast. Dark or clouded background will 
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take away from the sharpness and detract from interest in the 


advertised article. Simplicity is best where a number of small 
illustrations are shown. 


No. 7220; $10 


No, 7219; 35 


time for Christmas Buyers 


Gifts of unusual Beauty and Distinction 
Ranging in Price from $5 to $100 


EVELOPED on entirely new and 
individual lines, Riddle Decora- | 
tive Lighting Fitments offer unusual || 
opportunities in the selection of gifts HH 
that combine true artistic merit with 
novelty and aoe worth. 


i aete “Estofado” rings and the || cion sith id ‘ 
mereecans : | ““Vellumesque” shades, frstemployed || fim A SOLER 
634, Console Stick, height 24 im. sack $30. <. No. 7207, Comporte, diameter I1 tm; 215. 
$223" Server, diomeler 19 ve. 305 in Riddle Exehtag Pextores,, are nsedt ie een eae 1 tn 1 


The thee pieces in combination, specially priced $75. to produce results of the greatest orig- The tince places tn combinsiion. special 40, 
inality and character. j 
In the “ Estofado" treatment of the || 
hand-wrought metal frames, the Riddle 
artists have reproduced the wonderful | 
color effects of the classic Spanish 
period. The various tones are handled 
in color harmonies and contrasts of the I 
highest beauty. | 
The “Vellumesque" shades are the 
newest development of the parchment 
shade idea. They are produced by 
an exclusive Riddle process in the 
highly decorative design 
colorings of the Renai 
are practical and durable as well as 
artistic in the extreme. 


No. 642 
Supers Riddle 
lige Lemp in 


Riddle Chair 
Lamp im Siteer 
Esofodo with 
richly decorated 
16 in. Vellum. # 
esque shade, W 
adjustable fo any 
angle. Height 
adjustable from 
50 to 56 inch 


No. 646 
Riddte Taste 
N Lemp in Silver 
N Exofedowicr 14 
in. Vellumesque 
N shade—owe of 
the most groce- 
fut Riddle’ pate 
terms, for living 
roomy, sunroom 


The colors and 
tones of Riddle 
Lamps and 
Shades are pri- 
mary colors $0 


or davenpo harmoniously 
table, Heyght 2 3 blended as to 
inj $27.3 sult practically 


any scheme of 
Interior decora 
tion. 


th Vellumesque 
room, es de 

‘Riddle desient 

(0; height 17 im. $20. 
50. 


At lefle No. O45; hesght 17 in 


Ask to see them at your favorite store 
Riddle fitments are sold by the better stores everywhere 


No. 627 
Riddle Chair 
Lemp in Sileer 
Estofede sith 
tique shade; an 
article of the ute 
most beauly and 
utility; height 63 
50. 


If for any reason your dealer cannot supply you, you 
can order direct by stating the name and style number 
of article desired, giving us your dealer's name and 
enclosing money-order or draft. Delivery charges paid 
by us in the United States 


The Edward N. Riddle Company, Toledo, Ohio 


Largest Makers of Decorative Lighting Fitments in the World 


41 designs covered by patent 
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48. Fig. 42 is a good example of the use of several small 
illustrations. They stand out clearly on a white background. 
Each one is a pen drawing. The type is handled well, as it is 
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. 


kept from running too close to the illustration, thus giving 
prominence to both the reading matter and the pictures. 


49. Fig. 43 illustrates another good use of many articles 
offered by an advertiser. Note the pleasing grouping of 
the pictures. Pleasing arrangement make easy reading as 
well as striking attention-value. 


ILLUSTRATIONS THAT ARE REPELLING 


50. Readers of advertisements often are repulsed rather 
than attracted by negative pictures. It is the pleasant that we 
like to see and try to get, and it is the painful or distasteful 


Dirty Carpets Breed Disease Germs. 


Carpets are ‘an abiding place for dirt, no matter with 
what care they are swept. 

Why not have a nicely finished wood floor? Don’t 
endanger the health of your family by needless delay. 
The cost is trifling. 


Wood Floors Finished With 


PAG, 


Jap-a-lac is the best wood finish in the market. No 
other finish is as brilliant, elastic, or durable. It is equally 
good for floors and interior woodwork. 

Anyone can apply it. Jap-a-lac stains and varnishes 
at one application. It is equally good for new and old 
woodwork. Try asample can. Send for it today. 

Made in the following colors: Natural or Clear (best for natural 
woods), Cherry, Mahogany, Oak, Malachite-Green, Ox-Blood Red, 

/ Walnut, Ivory, Spruce, Drab, Yellow, Brilliant, and Dead Black. 

SOLD BY PAINT DEALERS. 
Full quart can, any color, express prepaid, 75 cents. 


The Glidden Varnish Co., Cleveland, O. 


FREE.—Sample of finished woods and booklet mailed free, 


J x s 
This advertisement is clever, but it approaches the proposition from a negative stand- 


point and leaves in the reader's mind an unpleasant association of 
ideas—death with Jap-a-Lac 


things that we try to avoid. Until the last few years, the 
advertisers of cure-all medicines appealed te readers of news- 
papers with pictures of people in the last stages of one or another 
disease. Rheumatism medicine was advertised with a picture 


§ 29 ADVERTISEMENT ILLUSTRATION 123 


of a hand or foot twisted in agony—an illustration that was 
intended to prey on the minds of sufferers, in order to produce 
sales. [Illustrations of this class are now less often used, and 
those used are generally toned down to a more reasonable basis. 
Advertisers at last have realized that this kind of appeal is not 
always the most effective. Now we see the same medicine 
advertised with pictures of healthy, good-looking people appar- 
ently cured by the use of the products advertised. Never- . 
theless, there still is power in the negative style of illustration, 
if it is natural and not overdrawn. 


51. A good example of repulsive illustration is given in 
Fig. 44, which shows a carpet pattern of skulls and crossed 
bones. Such illustrations never create a favorable impression in 
the minds of readers. It is safe to say that this advertisement 
was practically a waste of good space, and that the illustration 
proved to be one that never should have been used. Such illus- 
trations never are effective. They merely show bad judgment. 


o2. Another example of the repellent illustration is shown 
in Fig. 45. While this is a rather mild specimen compared 
with Fig. 44, yet it is a picture that will not likely create a 
pleasant, favorable, or convincing impression on housewives. 
It pictures a woman pouring a dish of hot gravy, not on the 
table pad advertised, but on her table cloth, and smiling broadly 
during the operation. It is hardly likely that any housewife 
would pour a gallon of hot gravy deliberately on her table 
cloth to see if the table pad lived up to its specifications. She 
would not do it similingly and joyously—no, she would not. 
A far better way to illustrate such a point would be to have the 
woman spill the gravy accidentally—not have the act prede- 
termined and pleasurable. 

Such illustrations are unnatural and repellent rather than 
effective. They are destructive of good-will, and not demon- 
strative of the good qualities of an advertised product. Exag- 
geration of any form in an illustration rarely is convincing. Of 
course, in all these considerations it must be taken into account 
that people’s imagination often quickly adjusts apparent 
absurdities in advertising. 

19—9 


Spill a Gallon of Hot 
Gravy 


on the surface 
of a 


*McKay 
Ventilated 
Table 
Pad 


and. not a drop will reach your table, nor will any of it be 
absorbed by the pad. Wash the surface of the pad with soap 
and water ora damp cloth and not a trace of the gravy will 
remain. 


Ventilated Air Chambers absorb and carry away the heat, keeping the 
pad dry and sanitary, and entirely heat proof 

Invert the pad, and the beautiful felt or flannel makes an excellent card 
table ar study table out of your dining table. 

Simply draw the looped straps into the 
crack at the center of the table and close or 
lock the table. The pad will then be firmly 
anchored in position and cannot slip nor slide, 

No cut edges exposed. No stitches to 
break or gather dirt. “If there’s a single 
stitch in the surface it’s not a McKay ”’ 


CONCEALED 


A positive guarantee with every pad. 
Reduction in Price of Extension Leaves 
—for the McKay Ventilated Table Pad. On ac- 
count of our large increase in production and our more 


FT Snow 
— AIR CHAMBERS 
7 
REVERSE siot \. 
FOR CARD TABLE 
x 
LOX 


efficient manufacturing facilities, we are able’ to 

authorize our dealers to lower _the scale of prices on = 
extension leaves for the McKay Ventilated Table 

Pads. The reductions will average about 25% 


eK, «SC Beware of imitations. Look for this 
TRADE MARK. 


i Write for samples, booklet and dealer’s name. 


Lydon-Bricher Mfg. Co. 239 CENTRAL AVE., MINNEAPOLIS. MINN. 
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HAT 1s the value-test—in all motor 

cars. Itmeans quality. In Paige Cars 

it means even more. It means Paige 
Character. It means distinctiveness, comfort, 
vast power and flexibility, reliability, wealth of 
highest grade features and amazing value. 
Paige Character means the high ideals, the 
financial strength and the liberal policies of 
the Company that manufactures Paige Cars. 
Paige Design, in its demonstrated soundness 
and years of popular endorsement, means 
Economy—Economy in Purchase Price, 
Economy in Maintenance, Economy in 
Operation. 


A Paige Car is always, everywhere an asset. 


The supreme dollar-for-dollar value of Paige 
Cars is established by comparing them, 
feature for feature, with any and all other 
motor cars of lower, equal or higher price. 


PAIGE DETROIT MOTOR CAR CO, 
1200 McKiastry Ave., Detroit 


Teresemes: 
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SUITABLE SURROUNDINGS FOR AN ILLUSTRATION 


58. Often the neglect or slighting of the setting, surround- 
ings, and atmosphere in a picture will make the illustration 
uninviting and cause it to fail to create a pleasurable impression 
on the readers. 

In designing illustrations, it should first be decided whether 
surrounding features would cause the subject of the adver- 
tisement to be better shown. If so, those objects that will be 
of value in the picture should be used—those that will assist 
in making the illustration of more value than if they were not 
included. Every object should have a reason for its inclusion, 
some work to do, and not be something just to fill in the picture. 
The way each object is introduced also is important. 


54. A meaningless background that succeeds only in 
destroying the prominence of the subject of the advertisement, 
such as that in the illustration of the automobile in Fig. 46, is 
the kind it is unwise to use. The picture of the automobile at 
the bottom of the advertisement was a very good illustration 
of the subject in the beginning, but it was laid over a back- 
ground that has no meaning whatever, and subdues and takes 
away from the main feature of the advertisement. In contrast 
with this is the treatment of the background in the automobile 
illustration in Fig. 47, where the background adds to the 
effectiveness of the picture of the car. 


55. Usually backgrounds are required, and it is just as easy 
to make them effective and of value to the advertisement as to 
make them worthless and damaging. Contrast Fig. 48 with 
Fig. 49. In Fig. 48 is pictured a house, which, above almost 
any other kind of salable commodity, should have pleasant sur- 
roundings. A home of this character generally is associated 
with trees, shrubbery, etc. Yet this illustration shows a house 
standing alone, with nothing at all near or around it to make it 
look inviting and to create a pleasant impression on possible 
purchasers of house-building materials. 


THE MOST BEAUTIFUL CAR IN AMERICA 


HE Paige seven passenger 

Sedan is a supremely beautiful 

motor car. That you can see at 
a glance. But underlying and supple- 
menting this beauty is a power plant 
that gives the car its final touch of 
character. 


This power plant is the world-famous 


“6-66,” known to every motorist as 
the outstanding engineering achieve- 
ment of the year. In the Paige Sedan 
it affords complete command of the 
highway—true championship form for 
“the most beautiful car in America.” 
Where in all motordom can you find 
a more perfect combination? 


PAIGE-DETROIT MOTOR CAR 


COMPANY, DETROIT, Michigan 
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Makers Also of ‘the Most Serviceable Truck in America” 
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$62880 BRINGS IT! 


THE “SENATOR"—8 commodi- 
ous rooms, 4 closets, bath. Modern 
in every detail. Can be erected in 
18 to 2S days. Sells for $628.80 
down and $17.50 per month. 


Total price. $1,048. 


We own Forests—thousands of acres. We own Lumber — 
millions of feet. We own Mills—among the largest of their 
k'nd. We sell direct from forest to consumer Thus we set 
prices that are simply unbeatable! 


See What Our Price Includes 


Our Price includes all materials from the ground up—lumber, plaster, hard- 
Ware, glass, paint, nails, screws, etc. (Complete directions, easily followed, go 
with each Sterling Home.) And don’t forget this: Sterling Lumber comes 
measured and cut-to-fit. That saves one-half the Carpenter Expense. (Carpenter 
Expense, on the ordinary house, is a bigger item than all the Lumber.) 


Two Years to Pay 


That's our latest offer— Two Years to Pay for 
this Handsome Sterling Home—or any other 
Home shown in the latest Sterling Book. 


Nobody else offers such liberal terms. Nobody 
e]ne agrees to sell you a Home on small, monthly 
payments without interest, 

Investigate this remarkable offer. You'll be 
surprised at how easy it is to be a home owner. 


$441 BRINGS iT 


THE "MANOR 


nv 


Furthermore, you can put up a Sterling Home in ONE-THIRD THE TIME 


ic takes to build a house by slow hand-saw methods 

Sterling System Built-Homes are built from the finest timber that grows. 
They have to be, otherwise we would not dare sell on credit! Buyers would 
refuse to meet the monthly payments if-our materials were in any way 
defective. And these homes are planned by master designers; by men and 
women whose business in life is to design homes that people love—comfortable 
homes, beautiful homes —homes, famous for their practical arrangements, 
When you buy a Sterling, you get all that a home can give. Sterling Homes 
are permanent, NOT portable, 

We have Mills and Shipping Stations in Michigan, Florida, Texas and 


Washington. No matter where you live, you get the benefit of our low prices 
and easy payment plan, 


Get Our New Book “The Famous Fifty” 


Until you have seen our latest Book, “The Famous Fifty.” you cannot appreciate what 
wendertul strides have cn made in Home Building, T 
that only the richest could have a few years ago are at law 
Sterling System has done it 

Get this Book and eee the Famous Fifty Ho ious. Large 
pictures, complete diagrams, detailed descriptions—at any price you wish to pay, from $800 to 
$3000-—and a full explanation of our astounding " Two Vears-To-Pay Plan. 

Never before waa such a Home Buying Opportunity offered anybody, Grasp it now while 
you can, Send letter enclosing $ twoecent stamps to cover maili Ost, With these words, " Please 


pend your latest Book and *Two-Years-To-Pay’ Plan.” Do it now and you'll get a reply BY 
RETURN MAIL 


INTERNATIONAL MILL & TIMBER CO. 


Dept, A-30 Bay City, Michigan 
Be sure to address Dept. A-30 


{ome comforts and. conveniences 
n rea 


of the average family, The 


—the pick of 2021 master d 
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Fig. 49 shows the same house dressed up with surroundings 
of trees and shrubbery, giving it a much more desirable and 
homelike appearance. In this instance it is easy to see what 
can be accomplished by the use of a background of a few trees 
and plants. Such details, when properly placed, never detract 
from the main part of 
the illustration, but as- 
sure a picture that is de- 
cidedly more effective 
than the bare illustra- 
tion in Fig. 48. 


TRADE-MARK 
CHARACTERS 


56. A trade-mark 
character is a figure that 
is used by an advertiser 
to strengthen the name 
or use of an article in 
the mind of the public. 
For instance, if one sees 
a white dog sitting look- 
ing into a talking ma- 
chine, with the words “‘His Master’s Voice,” he thinks immedi- 
ately of Victor talking machines. 

The power of a picture to identify a product in the public 
mind is unquestioned, and has been proved by advertisers. 
The trade-mark character will not clash with the regular trade 
mark if each is handled correctly. The great advantage of 
the trade-mark character is that it is a picture, and pictures 
remain in people’s minds longer and identify a product more 
readily than an arrangement of lettering or a design. 


A Tol “STERLING” Home 


This isan actual photograph of the 
he la 


nator," pe of the Famous Fifty Sterling 3 
omes—cight large rooms—bath han r large closets—a beautiful, 
modern American home—and just as fine as ee looks! { is 


8 Rooms Rooms and Bath $9950 


Ae ns and Blue 


led. 
ual labor cost. Dene 
OO handsomehomes. 


Ecce in os ae 
as cul can nis Sterling Home in a jify— 
or jasting. 


installments cover- 
ve the only con- 3) 


Rigaud Mill & sabes Co., Dept. N. 6, Bay City, Michigan 


¢ to addre: tase BR TINS 


57. Trade-mark characters sometimes are secured by means 
of a competition among artists. Other times they are the result 
of careful thought and analysis on the part of the manufacturer 
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himself, or of an advertising agent. If the character is decided 
upon by the manufacturer, the next important step is the judi- 
cious selection of the artist who is to make the drawing. 

It always is best to secure the services of artists who are well 
up in the profession, for they will work more intelligently 
because of their greater experience. For example, the original 
drawing of the Gold Dust Twins was made by E. W. Kemble, 
the cartoonist, and the dainty little Jell-O girl was drawn by 
Rose Cecil O’Neil, the illustrator of magazines and originator 
of Kewpies. The trade-mark character Josh Slinger, now used 
in advertisements of Hires Root Beer, was drawn by the well- 
known illustrator, Peter Newell. 


58. Some advertisers who use such characters picture them 
in the same poses in all their advertisements. One of this 
class of characters is the trade-mark character of Fairy Soap, 
with the caption “Have you a little Fairy in your home?” 
The picture of this child, sitting on a cake of Fairy soap, never 
changes position. It is always the same. Other advertisers 
put their trade-mark characters into action. 

Among the well-known characters that are seldom pictured 
in the same positions are the Gold Dust Twins, who are always 
busy cleaning up. Another well-known moving character is 
the Dutch girl of Old Dutch Cleanser. This busy person always 
is on the go, doing all kinds of brightening. Both these char- 
acters are very well handled, and impress the reader with the 
varied uses of the product. The Swift & Company Little Cook 
is always shown in different poses and settings, and the same can 
be said of the Campbell-soup kiddies. 

These characters are of such value that the reader at the 
slightest glance knows and recognizes the article or product 
associated with them. Some of the more recent additions to 
the character family are Velvet Joe, with his quaint sayings, and 
Old Man Mileage, who is a feature in the advertising of Republic 
automobile tires. The working out of the idea and the deciding 
on such trade-mark characters takes time and careful consider- 
ation, and to be effective they must be well connected with the 
subject of the advertisement. 
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PLACING ILLUSTRATIONS TO SECURE 
BALANCE 


THE PRINCIPLE OF BALANCE 


59. Illustrations should be so placed that a proper relation 
will be formed between them and the other elements in the 
advertisements. To secure this relation requires a coherent and 
unified arrangement. The various parts must be grouped so 
the eye will travel naturally from one part to the other and 
easily comprehend their relation and significance. 

In order to obtain these results, all the details must be 
harmonious and the whole advertisement symmetrical and 
well balanced. Balance in an advertisement consists of the 
proper grouping of blacks, grays, and whites so that they will 


| 100 lb. 60 Ub, 


Fic. 50 Fic. 51 


compensate one another and direct attention toward the most 
important point. An advertisement is made up of a number 
of units—headings, subordinate displays, body matter, border, 
and illustrations. Each of these units has an attraction value, 
individually and collectively. Their balance is subject to laws 
very similar to those governing the balance of actual weights. 


60. The accompanying diagrams, in which the center of the 
rectangle corresponds with the center of gravity, and spots of 
unequal size represent weights, show the operation of these 
laws. As a physical law, balance is a principle that every one 
understands. It is well known that when a board is balanced 
over a support, as in a seesaw, its center must be over the center 
of support; also, that if a weight is placed on one end of the 
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board, the balance can be maintained only by placing an equal 
weight on the other end, as shown in Fig. 50. A weight of 
100 pounds placed half way between the end of the board and 
the point of support can be balanced by a weight of 50 pounds 
placed on the extreme outer end, as shown in Fig. 51. 


61. In Fig. 52 are shown three rectangles. In the center of 
each is a spot. These rectangles are of different shapes, but 
balance is maintained by the central 
location of the spot in each figure. 
In Fig. 53 are shown two spots simi- 
lar to that shown in Fig. 52. They 
are the same size and shape, and are 
placed equally distant from the center. 
(2) They therefore balance each other in 
the composition. 


62. In Fig. 54 the spots are of 
different shapes, but are of equal light- 
and-shade value; therefore, since they 
are equally distant from the center, 
they balance. In Fig. 55 are shown 

(o) three spots, two of which are each 
half the size of the third. These two 
together make a light-and-shade value 
equal to the third one, and _ satis- 

& factorily balance with it when spaced 
the same distance from the center of 
the picture, as shown. 


as 63. In Fig. 56 the spot a is twice 

Hisute the size of the spot b, but is placed 
only one-half the distance from the center; therefore, the spots 
a and b are balanced. In Fig. 57 the spot a is four times the 
size of spot b, but these two are balanced because the distance 
from a to ¢ is only one-fourth the distance from b to c—just as 
the difference in the weight of two bodies depends partly on 
their size and partly on the density or specific gravity of the 
material composing them. And so the difference in the impor- 
tance of two spots depends not solely on their relative sizes, but 
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also on their relative light-and-shade values. This is shown 
in Fig. 58, where the spot a is twice the size of spot b, but the 
light-and-shade value of a is only one-half of b, and therefore 
these two are balanced when they are 

equally distant from the center c. 


64. In Fig. 59 the lighter value a is B se 
balanced by the dark value b, although 
the latter is only one-fourth the size of a. 
Since b is one-fourth the size and twice 
the strength in color, b has half the i) 
value of a, and balances with a when its 
distance from c is twice that of a. It is 
evident from the foregoing that a close 
relation exists between the balancing of 
weights and the balancing of the various 
units that go to make up an adver- 
tisement. (@) 


Fic. 53 
65. Ina good picture, the center of i 


balance is near the actual center of the canvas, but in an adver- 
tisement, owing to the fact that the readers begin at the top, 
the balance centers at a point directly above the actual center. 
Advertisements, title pages, and other similar forms of printed 
matter usually are more pleasing to the eye if balanced on the 
center point of the line that divides the upper two-fifths from 
the lower three-fifths, as shown in Fig. 60. 

This merely means that the upper two-fifths must be equiva- 
lent in weight to the lower three-fifths. As already has been 


Fic. 54 Fic. 55 


shown, the black displays’ have greater weight or power of 
attraction than the gray displays. Therefore, in making the 
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upper part balance the lower, the heavy display is brought to 
the top, where its value is greatest. Or if it is placed near the 
center, a balancing display is placed at the top. 


ce | ST 
a b 
b 


Fic. 56 Fic. 57 


66. Ti should be borne in mind that the value of a unit is 
determined by the intensity of its color value (black, gray, etc.), 


a b a 


Fic. 58 Fic. 59 


size, and location. Every part of an advertisement has some 
attraction value, even white space, which attracts by its con- 
trast. Any display element has greater attrac- 
tion when isolated than when placed in close 
proximity to other display of nearly the same 
strength. A unit at the bottom of an adver- 
tisement is less attractive than one at the top. 
A unit at the edge has greater weight than 
one at the center. Two or more closely asso- 
ciated units should be considered as one, and 
their united center is the point on which they 
balance with other units. 

The unit having the greatest attraction should receive first 
attention. Thus, if the illustration is the strongest single 
unit (and it usually is) it should be placed where it will be most 
effective, and then the other units should be arranged in such a 
manner that they will compensate for its extra weight. 


Fic. 60 
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BALANCING OF ILLUSTRATIONS 


67. Illustration at Center of Balance.—Perhaps the 
simplest scheme of display when a single large picture is to be 


f you knew how convenient and 
economical Pet Milk is for cooking, 
you would never use ordinary milk 


PEE is not a substitute for milk. Pet is 

milk at its best, pure, rich, full-cream 
cows’ milk, with part of the water removed, 
then sterilized—that’s all. 


For cooking it is unsurpassed. As cream for 
coffee, cereals, etc., it’s fine. Try it and be 
convinced. Your grocer can supply you. 
Two sizes—tall and small. Send for book of 
Pet recipes. Free. 


The Helvetia Company 
(Originators of the evaporated milk indastry) 
General OF-—-—St. Louis 


used, is to place it at the center of balance. In this way the 
illustration will be entirely eliminated from the problem of 
balance, and all that remains to be done is to balance the other 


its a Deere 
its Righ 


S 40h, 
See 
MOLINE, ILL. 


Because its 
made right, by 4 force of 
skilled plow experts whose equal 
cannot be found in any other plow fac- 
tory in the world. There are many different 
makes of plows, each claiming to be the best. yet 
the fact remains that three John Deere plows sre 
fn use to one of any otherkind. The Jobn Decre Fac- 
tory, the largest in the world, turns out every year more 
plows than any five other factories combined. 


Standard of the World 
For Over 60 Years 


Tho Pioneer Plow Maker, Jobn Deere, made his first stecl plow by 
band from the blade of a saw in 1837. _ The first slab of steel rolled Ia 
the United States was rolled for the Joho Deere plows by William 
Woods, of Pittsburg. in 1846. And ever since those early days 
Deere Plows have shown the way and maintained the lead in this 
great pational industry, Is it any wonder that the farmers of the 
world express their verdict in the familiar phrase,—‘If It's a 
Deere -It's Right.” 

We make over 1000 styles of plows, each as good as it 
can be made,--the best that Prains and perfect equip- 
ment can produce. No matter whst your needs may 
be, we ean supply them from our line, 


DEERE & COMPANY, Moline, TIL, U. S. A. 


Beauties! 


Did you ever enjoy such large, hand- 
some Strawberries as these—picked 
right from your own garden? 


Allen’s True-To-Name Berries 


are just as good as they look—good clear to the 
center If you have any garden space ull, grow 
them and you'll never regret it. If you are a 
farmer, orchardist or poultryman devote a few 
acres to Strawberries. You'll find them the best- 
paying crop. There's always a demand for 


berries, always good prices. You'll have plenty 
for your table, too. We have 185 acres in Straw- 
berries, and 80 acres in Blackberries, Raspberries, 
ete., the result of 30 years’ experience. All plants 
packed fresh for shipment 


Send for our free 48-page 1916 Book of Berries— 
12 plates in natural colors—tells of the many 
varieties—hovw to select, plant, ete. Send for your 
copy now and plan to grow big-paying small fruits. 


The W. F. Allen Co. 


90 Market Street 
Salisbury, Md. 


Fic. 63 
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units. The advertisement, Fig. 61, seems a trifle bottom heavy 
at first glance; and it-is usually well to avoid placing the center 
of balance so low. However, this advertisement is striking, 
and it was worth while to stretch the rules of balance a little to 
get the unusual effect. Heavy machinery and automobiles may 
also often be well illustrated at the bottom of the advertisement. 


HERE is comfort in winter for the 
. whole family if you now own any 
~ one of the 100 open models of fifteen 
makes of cars for which the Badger DeLuxe 
All Season Top is made. Cold, blustery, 
snowy days bring no terrors to old or young. 


If you are buying a new model you can save the 
excess cost of enclosed car construction and get 
both open and enclosed car comfort 


Now Available for: 


Buick Cleveland Essex Hupmobile Reo 
Cadillac Dodge Franklin Nash Studebaker 
Chandler Dort Hudson Oldsmobile Velie 


Prices—2-pass. $185; 4-5-pass. $275; 7-pass. $285; 
Special Cadillac 4-pass. $375; 7-pass. $390. 


Prices { 0. b. Racine, Wis.—War tax and installation extra 
Write for descriptive booklet 


WISCONSIN TOP COMPANY, Inc., Racine, Wis. 


Consolidation of McAvoy Bros. & Company and Wisconsin Auto Top Company 


Also makers of acomplete line of 
Auto Fabric Accessories so 

® through4500 dealerconnections 
covering the entire country. 


Fuses TOPS 
All Season 
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68. IDlustration at Top of Advertisement.—Placing 
the cut at the top of the space is an easy means of securing 
prominence for the illustration and at the same time giving 
balance to the advertisement. This plan is especially effective 
when the illustration is relatively large. Illustrations shown 
in Figs. 62 and 63 are good examples. 


Look for the Irwin 
trade-mark on the 
shank. If it isn’t 
there, the bit is not 
an Irwin. 


This bit was origi- 
nated by The Irwin 


Auger Bit Co., the 
sole manufacturers 
for 30 years of the 
Genuine Irwin Bit. 


The spurs of every Irwin 
Bit are the right length. 
The pitch of the screw is 
in the right relation to the 
cutting edges. This is why 
every Irwin Bit gives per- 
fect boring service over a 
longer period. 

The Irwin line is com- 
plete, providing augers 
and bits of every size, 
speed, length—in a wide 
range of cutting heads— 
for every wood-boring 
problem, Sold separately, 
or in sets in canvas roll, 
or hardwood box. 


The Irwin Auger Bit Co. 
241 Grant Street 
Wilmington, Ohio 


ee 


pater ars 


The largest business in 
the world devoted exclu- 
sively to wood-boring 
tools. 


scr 


This illustration is nearly as effective as a 
showing of the actual goods would be 
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y a Fresh, Reliable, Pure 
SOS = Guaranteed to Please 


Every Gardener and Planter 

should test Our Northern Grown Seeds. 
Fr SPECIAL ek 

We will mail postpaid our 
FOR 10c FAMOUS COLLECTION 
1 pkg. 60 Day Tomato . : ° + 20¢ 
1 pkg. Princess Radish . . . 
1 pkg. Self-Growing Celery : ° 
1 pkg. Early Arrow-bead Cabbage . e 
1 pkg. Fullerton Market Lettuce x . 
Also 12 Varieties Choice Flower Seeds 


Write today! Send 10 cents to help pay 
Postage and packing and receive the 
above “Famous Collection” and our 

New Instructive Garden Guide. 


Great Northern Seed Co. 
212 Rose St. Rockford, Illinois 


: ra ae =) True-Tone 
» 
Talnentouesnoton Ae DaXOphone 


—singly, in sextettes or Cy ’ Easiest of all wind instruments 
in regular band; how to Y toplay and oneof the most beau- 
transpose cello parts tiful. You can learn the scale 
in orchestra, and in an hour’s practice and play 
popular music in a few weeks. 
“) You can take your place in a 
ee within 90 days, if you 


many other things £#° 
you would like 


so desire. Unrivalled for home 
entertainment,church, lodgeor 
school. In big demand for or- 


- chestra dance music. The por= 
~” trait above is of Donald Clark, 
Soloist with the famous Paul White- 
man’s Orchestra. 
~ You may order any 
Free Trial Buescher Ingtrument 
? without paying one cent in advance, and try 
, * it six daysin your own home, without obliga- 
tion. If perfectly satisfied, pay for it on easy payments to 
suit your convenience. Mention the instrument interested 
in and a complete catalog will be mailed free. 
BUESCHER BAND INSTRUMENT CO. 
Makers of Everything in Band and Orchestra Instruments 
1534 BUESCHER BLOCK. ELKHART, INDIANA 


Fic, 67 
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69. Illustration in Upper Corner.—Single illustra- 
tions, if not too large, can be displayed attractively in one of 
the upper corners of an advertisement. This arrangement is 


rendered most effective when illustration extends across the 


Cutting the Cost of 
Figure Work 


HE cost of figure work in accounting depends on speed 
—with accuracy —in Adding, Multiplying, Dividing, 
Subtracting. 

The greater the speed, the less the cost. 

That is why Comptometer speed is so effective as a means 
of cutting the cost of figure work. 

Let results supply the proof. Take the facts from one 
who knows from actual experience what Comptometer speed means 
in terms of saving and satisfactory service. 

Here is what Wm. B. Kerr, Auditor of the Spokane Dry 
Goods Co. (wholesale), Spokane, Wash., says about it: 


How Spokane 

Dry Goods Company 
Handle Their 
Invoices 


Our invoices come from 
the different Sales Departments. 
This gives a check on every In- 
voice. A girl extends over 600 
items an bour with the Compt- 
ometer. The originals are sent out 
and the items posted to the ledgers 
from the carbons, which are then 
sent to the Cost Department. 

In the Cost Suite a 
three Comptometer operatorstin-, 
Sert the Cost price of each item, 
make the extension and mark the 
profit or loss) Then from these 
carbons daily reports are made. 
Thus each day’s percentage of 


‘We use seven Comptometers. Two for Addition : two enti cepes ua 7a Each 
on Invoice work; three on Cost work. 

“Not only have they enabled us to work out a satis- 
factory system but, on our Invoice work alone our Compt- 
ometers are saving us $3,000a year. Our first Comptometer 
is stillin use and going strong — with but one overhauling 
in 13 years." 

High speed on all kinds of figuring, 

Automatic action of the Controlled-key, safeguarding the operator 

against fumbled or partial key strokes, 
“Clear” register signal, 

Short positive cancellation, 

Durability and dependable service, 
— these are the distinctive Comptometer features which combine ‘to 
produce results like those above described. 

For first hand information as to the value of Comptometer speed 
on your work, ask a Comptometer salesman to make a practical test 
in your office. No cost—no obligation. 


FELT & TARRANT MFG. CO, 
1733 N, Paulina Street, Chicago, Ml. 


A Corner of Cost Department 
Shown Below 


If nor made by 
Felt & Tarrant, 
it's not a Comptometer 


“REG. FRADE NARS, 


‘ADDING AND CALCULATING MACHINE 
Fic. 68 
top as well as down the right side. In the advertisement 


shown in Fig. 64 the illustration is so attractive as to render a 
heading unnecessary. 


70. Tllustration Full Length of Advertisement. 
Sometimes when the space is not very deep it is necessary for 
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the cut to extend the whole depth of the advertisement. When 
given this position, if the subject will permit, the illustration 
should not be more than one-third the width of the entire 
advertisement. Otherwise a one-sided effect will result. An 
exception is when the illustration is of extremely light char- 
acter. Fig. 65 is a very striking effect secured by allowing the 
illustration to occupy one side of a long, narrow advertisement. 


71. Working Illustration Into the Border.—Fig. 66 
shows how an illustration can be mad¢ a part of the border. 


HOSIERY 
(for MEN 


HAWENITS prove that 
socks can look well and 
wear well. Both these quali- 
ties appeal to the sensible 
man. There is no reason for 
sacrificing either essential. 


SHAW STOCKING CO. 
Lowell. Mass. 


Fic. 69 


In advertisements similar to this, where the outlines of the 
space for type are very irregular, more symmetrical results 
may be obtained by making the type follow closely the lines of 
the illustration or the border. 


72. Diagonal Arrangements of Tllustrations.—Once 
in a while it happens that an illustration will lend itself to the 
arrangement shown in Fig. 67. The plan of display is suffi- 
ciently out of the ordinary, and at the same time the illustra- 
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Paffed Rice =the supreme breakfast dainty 


Two Daily Joys 


That one man brought to millions 


Prof. A. P. Anderson invented Puffed Grains. The grains are 
shot from guns. Over 100 million steam explosions are caused in 
every kernel. 

Every food cell is exploded. Digestion is made easy and com: 
plete. The grains are puffed to flimsy bubbles, eight times normal 
size. They are made enticing both in texture and in taste. 

Now millions of mothers supply their children whole-grain foods 
in this delightful form. Millions of children revel in them, morning, 
noon and night. And they are better fed. 


No other cereal food compares with Puffed Wheat and Puffed 
Rice. No other is so fitted to digest. 


Serve both kinds, for each has its own delights, 
Serve in plenty, for these are premier foods. 
Serve at all hours, for they easily digest. 


Puffed Rice Puffed Wheat 


Puffed to flimsy bubbles 8 times normal size 


Paffed wheat in milk at night 


The Quaker Oats @mpany 


Sole Makers 


One way of balancing two illustrations in a small 
advertisement 
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tion does not waste 
space. In an illustra- 
tion of this character 
it is necessary to fill the 
space closely with type 
if a symmetrical appear- 
ance is to be secured. A 
small white spot such as 
would be occasioned by 
the omission of a short 
line or two of type above 
or below the illustration, 
would give an unbal- 
anced effect to the ad- 
vertisement. 

Such cuts are well 
adapted to close set mail- 
order advertisements. 


73. Tllustration at 
Bottom.—lIt is not 
often advisable to place 
a single illustration at 
the bottom of the space, 
but this sometimes hap- 
pens to be the most 
attractive arrangement 
possible. Fig. 68 shows 
an example. 


74. Balancing the 
Illustration With a 
Border.—W hen _ an 
illustration is at one side 
it is often well to bal- 
ance it with a border 
of sufficient strength to 
givea goodeffect. Fig. 69 
is a good example. 


§ 29 


ADVERTISEMENT ILLUSTRATION 


143 


75. Placing Two or More Ilustrations.—When two 
illustrations of nearly the same size are used, one may be made 
to balance the other by placing one cut at the top and the other 


Progress and Service 
A nickel a week 


OW many Americans think twice about 
spending five cents a week for some- 
thing they want, or need—even for something 
they do not want, or need? 
A cigar, a carfare, and a package of gum are 
regarded by most people as incidental and 
negligible expenses. 


One of the greatest services of modern civili- 
zation—the placing of perishable meat within 
the reach of more than 100,000,000 Amencans, 
without which service present day society 
would crumble into the primitive stages of a 
century ago—costs the average Amencan 
family only about five cents a week as profit. 


It is this service which Swift & Company 
furnishes the people of the nation by taking 
live stock from its widely scattered and dis- 
tant sources throughout the country, turning 
it into meat and useful by-products, and car- 
Tying them by a vast, efficient and econom- 
ical system of distribution to cities, towns and 


villages. These are often remote from the 
centers of production, yet every day every 
one may obtain from his dealer any meat that 
suits his fancy or meets his need. It is this 
service which makes it no longer necessary 
for the housewife to keep a barrel of salt pork 
in her cellar. 


Government figures show that the average 
consumption of meat foods in the United 
States dunng the past five years was 157 
pounds per person, or 707 pounds for the 
average family of 4)4 persons, 


Our earnings, certified by public accountants 
and subject to audit by the government, were 
thirty-nine hundredths of a cent per pound— 
about five cents a week for the average family. 


Does any other nickel spent for necessity or 
luxury, bring more? 


Packers’ profits are too small to be visible in 
the family meat bill. 


Swilt & Company, U.S.A. 


Founded 1868 
A nation-wide organization owned by more than 40,000 shareholders 
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at the bottom; by placing both cuts at the top, or both at the 
bottom; by placing the cuts diagonally across from one 
another, or by placing both cuts together near the center. 


144 ADVERTISEMENT ILLUSTRATION § 29 


76. One Illustration at Top and One at the Bottom. 
Fig. 70 shows how in a long narrow space one illustration may 
be placed at the top and the other at the bottom to produce an 
effective display. 


77. Two Tlustrations at Top.—In the advertisement 
shown in Fig. 71 two small cuts are balanced horizontally at 


Marshall Field? @. 


OUR CHIMING HALL CLOCKS 


Are Now Conveniently Located on the 
First Floor, Wabash Avenue Building. 


The new Hall Clock room enables us to give a fitting pre- 
sentation of our elegant assortment of these interesting 
clocks. Many new, exclusive and highly artistic specimens 
have aa recently added to our usually large collection, 
making the display doubly  in- 
teresting. 


Of especial interest are the hew pat- 
terns of Colonial design in Crotch Ma- 
hogany. They contain the highest type 
of English movements, with full hand- 
engraved dials, mercurial pendulums and 
our “symphony” chiming tubular bells 
which produce a most realistic cathedral 
tone, Ars range in price from $450.00 
to $650 

nes oe Chiming Clocks are 
priced as low as $225.00. 

Exceptional values in Westminster 
sawii «© Chiming Hall Clocks, in solid mahogany 

WN, cases of three different designs, $150.00, 

Smaller Hall Clocks of mahogany in 
ff} Colonial designs, $34.00 to $59.50. 
Mission Hall Clocks, $24.00 to $45.00.. « 


An example of two illustrations placed in the lower corners. The strong lines at the 
top restore the balance 
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the top. This is a simple way of balancing two cuts that are 
very similar in size. 


78. Two Illustrations at Bottom.—The advertisement 
in Fig. 72 shows the cuts placed at the lower part of the adver- 


You need not be an expert to see the 
difference between a cup of coffee 
made from clean, uniform Particles of 


Barrington Hall 
The a" Coffee 


and a cup made from Mill- 
ground Coffee, contain- 
ing large and small , 


FROM 
ACTUAL PHOTOCRAPHS 


pieces, being of uniform size, yield their flavor 

evenly and then settle like clean sand at the 
bottom of the coffee pot. Not so with mill- 
ground coffee. It takes so much longer to ex- 
tract the flavor and strength from a large piece 
than from a small one that the small pieces and 
dust are boiled to death long before the oil is 
fully extracted from the large pieces. 

It is this overcooking, unavoidable in unevenly 
ground coffee, which brings out the tannin and 
makes coffee disagree with some people. 

Use Barrington Hall for a few days and you 
will see that it makes a coffee that is better, 
more wholesome and more economical, because 
you can get from it the maximum amount of 
the delicious flavor and the minimum of the 
astringent tannin. 

PRICE: 35c. to 4oc. per pound according to lo- 

cality. Packed in sealed tins only. If your 

grocer tries to sell you something ‘‘just as 
good,”” he has his own interest, not yours, in 
mind. Write us and we can tell you how and 
where to get Barrington Hall. If youaccept an 
imitation, please do not judge our coffee by it. 

SPECIAL TRIAL OFFER. For ten cents in 

stamps or coin to pay cost of packing and 

mailing, we will send you enough Barrington 

Hall to make eight cups of delicious coffee, 

together with our beautiful, frosted aluminum 

graduate, designed for measuring—rather than 
guessing—the amount of dry coffee to be used. 
Address nearest office 
108 Hudson Street oe 252 N. Second Street 
New York City Minneapolis, Minn. 
BAKER IMPORTING COMPANY 
COFFEE IMPORTERS 


ie BARRINGTON HALL COFFEE the 


In this example, one illustration supplements 
the other and thus makes it necessary 
to place them close together 
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A Kalamazoo 
Direct to You” 


TRADE MARK REGISTERED 
Actual Factory Prices Freight Prepaid 
360 Days’ Approval Test 


Don’t buy a stove or range of 
any kind or for any purpose until 
you have seen our catalogue. 

We sell to you direct from the fac- 

tory at actual factory prices, and not 
only save you all the jobbers’, dealers’ 
and middlemen’s profits, but also give you 
a stove or range of exceptionally high grade. 

You cannot find a better at any price, and 

you save from $5 to $25 and even $35 and $40 

on your purchase. ' 
We give you as strong a guaranty as it is 
possible to write, and we .sell you—freight 


PEF 3 DAYS’ APPROVAL 


“The Kalamazoo line is complet2, embracing stoves and ranges for 
every domestic purpose. The illustrations here show the Kalamazoo 
‘Radiant Baseburner and the Kalamazoo Vulcan heater. 

The Kalamazoo Basebutner (for hard coal) is without doubt one of 
the most perfect heaters ever built. Its principle of construction makes 
it most economical of fuel, and an extra large radiator of heat. We ask 
the closest comparison between it and any other baseburner made. 

The Kalamazoo Vulcan heater is designed for 
stores, shops, depots, halls, schools, churches, 
lodge-rooms, etc. It is built in sections (like a sec- 
tional bookcase). You can build it up or tear it 
down as occasion demands. Its dome sections, by 
their heavy corrugations, give largest possible ra- 
diation of heat, and by their peculiar shape, retain 
much of the heat usually lost through the chim- 
ney. A hot-blast draft consumes smoke and 
gases, making it the most economical of fuel. 

These are two of more than 300 sizes and styles, 

Send Postal for Catalogue No. 176 


and see for yourself the money-saving advantages of 


buying direct from our factory. 
Remember: You save all dealers’ profits 
You run no risk as you buy on 360 days’ approval. 


You have no trout 

Kalamazoos black 

immediate use 

Is our offer not worth your attention? 
Write today 

KALAMAZOO STOVE CO. 

Original +Direct-to-User"” Manufacturers 


Kalamazoo, Michigan 


le or bother as we ship all 
d, polished and ready for 


An example of an effective diagonal arrangement of illustrations and of 
the oval form of border 
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147 
tisement. This balanced plan of display is made possible by 
the light character and the long narrow shape of the illustra- 
tions, and the bold type at the top. 


79. One Illustration Above Another.—Two illustra- 
tions with an intimate connection of subject sometimes can be 
placed one imme- 
diately above the 


other. This ar- 

rangement is de- Stor Blectrie Heaters 
a : Vy SEES ae aa sti mode wh Ghoc ending 
sirable in order Boe OT [— eee 
that the selling 


argument may 
be stronger and 
may be presented 
clearly. Fig. 73 
is a good illustra- 


“Such Delightful Companions!” 


; e ; Star Motor-Driven 
= Vibrator 
tion ot this meth “THE handsome Toaster shown on thellttle lady's break, For home electric mas- 
fast table is a Star. Sparkling nickel. A new and 
AI much better way of turing the bread. Toasts evenly, 
Oo = quickly. Price? Only $5.00. A fine companion for the 


80. Dllustra- 


cheer-bringing Star Electric Heaters. Star Electrical Ne- 
cessities, every one the best, most efficient that expert 
skill and qualicy material can produce, are sold and dem- 
onstrated free in Drug, Department, Hardware, Electrical 
Stores. They are made and guaranteed by The Fitzgerald 


erized box, Uses any cure 
nt. 


Mfg. Cq:, Dept. 212, Torrington, Conn. 


tions in Oppo- 


site Corners. S] ‘A R Electrical 
% Star Electric Hair Dryer 
Be placing two * 48 oduatiel Tarai, Hettetmes 
eS Pp oe essitleS Sis 
o> 


Za Star Vibrator 


across from each 
other, one in the 
upper and one in 
the lower corner, 
as shown in 
Fig. 74, some 
very attractive and well-balanced effects can be obtained. 


81. Placing Four or More Illustrations.—Sometimes 
it is necessary to run several cuts along one side of the space 
as shown in Fig. 75. When this is done it is not advisable to 
have the illustrations more than: one-third the width of the 
entire advertisement. 

While the rules for balance should be given full weight, there 
are many striking and good advertisements that ignore them. 


i ob 
lgppli- $12.50! 
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ILLUSTRATIONS FOR DEPARTMENT STORE 
AND OTHER RETAIL ADVERTISING 


KINDS OF ILLUSTRATIONS 


82. In the advertisements of department and other retail 
stores, it usually is necessary to picture the merchandise. 
Pictures get the attention of the readers of these advertisements 
as much as prices do. And average readers will be influenced 
more readily to visit the stores if they see pictures of the articles 
advertised. 

Another reason is that department stores generally use large 
space in newspapers, which, if filled solid with type, would 
tend to be uninviting to readers. This makes illustrations 
advisable, not only to picture the goods, but to break up the 
pages properly. 

83. Illustrations that are faithful in picturing the adver- 
tised article are most necessary in department-store adver- 
tisements or any retail advertising. Readers of the newspaper 
advertisements depend to a great extent on the likeness of the 
picture to the article. Pictures of merchandise must be up 
to date in every respect. They must change with the change of 
styles. They must keep pace with the constant changes made 
in the articles carried by the stores. For instance, if the latest 
model in ice boxes is advertised, the picture must correspond. 
It will not do to use an illustration of the type of ice box not 
now carried in stock. If clothing is advertised, the pictures of 
it must be up to date in every respect. The greater number 
of people wear up-to-date styles in clothes, and are interested 
in pictures that will guide them in making selections. 


84. Pen-and-ink illustrations generally are better in pictur- 
ing the various articles, as they render detail more clearly in 
small cuts than do wash drawings or photographs. In these 


The Importance of Warmth 


That importance'is gaily conceded fora southern 
er northern season in terms of an Inverness 
cape developed of the wonderful wear-for-ever 
imported English woolens expresly for our 
Women's Coat Department. 


For Those Who Skate 


Such a skating soit will assise 
materially in cotting a figure 
on the ice. It & developed of 
tan and blue blocked English 
cloth with throw scarf. And 
i takes an imported Beret 
pulled to one side with a yara 
pompoc to cap her and a 
Viyella fannel sports blouse, 
in lavender or canary made 
swith round collar and cuffed 
woolen hose to successfully 
complete her costume 


Ts She Dexterous at Skiing? 


It is just such a comeme-as 
this practical rugged one that 
makes her scorn a spill in the 
snow. Reefer pockets pro- 
tect the hands during less ac- 
tive moments. Developed 
of navy English cloth with 
knickers adjustable at the 
knee. Her blouse is white 
dimity banded in French blue 
and orange linen. The shoes 
she adjusts her skiis to are of 
water-proof cordovan built 
extra high. 


for Tobogganing 


The quickest, dickest way 

between two points is via 

bob+led Led. and the smart- 

est traveling togs for this are 

—a felt cap, a very soft and 
wide imported 
woolen scarf in 
such istriguingly 
colored checks 
as magenta and 
navy, a _knicker 
suit of imported 
English tweed, 
huge cuffed brush- 
ed wool gloves, 
and cuffed woolen 
hese, 
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FLETH AVENUE 


GIFTS 


Sor the Ardent Pursuer of Sports 
Northern or Southern 


ARE you puzzled over the gift for the 
smart out-of-doors person of your ac- 
quaintance or are you puzzling over 
what you yourself will wear at this very 
person's Holiday house-party? 

In either circumstance or both, 
Lord & Taylor will completely solve your 
problem with country clothes and sports 
accessories. For in the matter of sports 
things, Lord & Taylor is not only author- 
itative but informative and will demon- 
‘strate tomorrow how one may toboggan 
at St. Moritz or in the Adirondacks in 
the smartest felt hat, woolen scarf, tweed 
knickers, cuffed hose and gloves, not to 
mention shoes of the advance season. 


These suggestions and more tropical 
ones for Palm Beach are assembled for+ 
you in the 
Spon Apert! Deparineet Shoe Drpsrincse 
Fine rece meses ruaos 


MiBary Deperra! Ancraery Drpertmints 


Hats Decidedly Sportive 


Inspired by the need of the hour is a recent im- 
portation for Northera Sports or Southern. Soft 
angora rolls a narrow brim off, the face—just 
enough to shade the eyes—$10.50 

Visca and worsted, hand-woven, adopt a-close- 
fitting, jauaty lirde shape, comfortable, light and 
soft beyond belief, $10.75 

Firefly, citron, tangerine, sunset, honey ere a 
few of the enchanting aew shades, 

rountm FLooR 


The Sportswoman’s Shoes 


She needs as many kinds as there are sports —and 
the shall have ther! Sturdy brown hiking. 
boot, tan buck oxford, white strap pump 
and many others too, 


SECOND FLOOR 


if 


i 


Knitted Frocks Are Smart 


For outdoor morning wear at Palm Beach, for 
indoor tea-time wear at Lake Placid, knitted 
frocks loom up as the smartest things of the 
advance season. This Parts import from the 
Sweater Department outlines with ciré ribbon. 


Golf on Christmas Morning 


Ie will be done in Santa Bar- 
bara and ferchiogly too in an 
essentially summer costume 
that starts with a skirt of 
light-weight, light green 
heatherspun, proceeds with 
2 sleeveless waistcoat and 
completes with a circular 
cape with scarf ateachment 
The newest skirts are home- 
spun tweed, kasha cloth and 
baskette with waistcoats, 
capes, and coats to match, 
also in the Skire Department 


Florida 1s Keen for Tennis 


Or your hostess may be plan- 
ping aset of tennis for Christ- 
rhas morning, and it matters 
little whether you have Mrs, 
Mallory’s stroke if you arc 
wearing an imported grey 
shawl skirt bordered with 
that perfect violet blue, 2 
handmade Shetland slip-over 
with a shoulder-to-shoulder 
neckline— both gifts tucked 
in your trunk as you were 
leaving town two, nights be- 
fore Christmas. Your white 
tennis shoes have bands of 
color—and corrugated rubber 
soles. 


The Amazed 


Never had it occurred to her 
what to do in case of dis- 
covering the rabbic so busy 
had she been selecting her 
hunting costume in brown or 
tan English mixtures with its 
amusing short skirr and very 
correct breeches with suede 
reinforcements and she found 
that without the skirt this 
hunting evit turns into a 
perfect winter riding habit. 
The indispensable blouse she 
selected was silk broad. 
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See Pages 1, 2'and 3 for 
Other Important 
A, & 8. Advertisementa 


White Table Qilcloth, 23¢ Yard 


The kind of table ollcloth you are accustomed to 


paring much more for. First quality goods and 11% 


Jarde wide. ae ak Store Hours: 910,5:30 BROOKLYN Telephone Main 6100 
——_—_———_— ee 


The January Sale of Housefurnishings 


Starts Tomorrow—With 10,000 Pieces of Aluminum-ware 
and Ever-needed Household Accessories at the Lowest Prices in Years 


HE LONG-WAITED-FOR EVENT IS HERE— x F than any of our previous sales. Every item is selected 
and it is bigger and better than ever this year. Brockisnemade Mee eee oe ma | forits dependability and high quality and theni market 
Special purchases and wonderful reductions Marked With awActeisc() Ate Bo kigssmade at prices that are low beyond compare. These value: 
permit us to claim this sale as more comprehensive are representative of the savings. 


Deliveries Within a Week Deliveries Within a Week 


“A. & S. Special” Drop- 
Head Sewing Machines 


Side-Icer Refrigerators 
$18.95 


Reduced from $24.74 

An unheard-of price for 
vhis grade refrigerator. 
Made by Mace. a firm (a- 


ee) ws : $18.75 
10,000 Pieces of High-Grade Reduced from $29.75 


s Handsomely finished pol- 
. . 
um king ished oak case, fitted with two 
Alumin Coo fo) Utensils drawers, drop head. hand lift, 

self-setting needle, automatic 


tension and bobbin winder. 
c Ball - beas throughout 
Eac Complete with full set of at- 


tachments, 


mous for the manofacture 
of fine refrigerators. Solid 
oak case with rounded 
corners, highly polished, 
and frted with a galvanized 
steel ice-chamber, white 
enamel food compartment 
and improved type aickel- 
plated brass locks. 29 
inches wide, 41. inches 
high, 16% inches deep and 
{60 Ibs. sce capacity. 


E expertly made 


> ordinary care 


A Nezllent rsp of stessis made of Neavy genge aluminum highly pollshed 

light to handle bur very strong and durable Easy 10 keep bright and clean an 
they should fasta score of years Any of the item) 

ALUMINUM TEA KETTLES—Welked soot, Jigar | 


ALOMINUM PERCOLATORS—-Colonia!™ denicn, with 


irnng side Ba 


Rebeca alse araiee WO-auay capaci 


White Enamel Kitehen, 
Chare $228 


tenors Went 
Serer ana "tgp anche 
Sur Ne & mi 


| 
| 
| 
ACMI DISH. PANS Rounded efzes and aise | 
| 
| 


backs 4 spindles and nicely 
inishes. 


Z 
“i 
Genung Cedar Plan 


Reiueed Irom 6h 
Clein ang cosh at one 
Large Battles 


yhite Enamel Bathroom Fixtures, 
59¢ Each 


Ang win rupeer 


NATTA 


Counter Dust Urushes, 59 
Aide of Mine gray male 
poluned sige Sie Ny. 


O'Cedar ONL 19¢ 
For ciranong ait 8 nde of 
nd on 


vurniture, 
a 


on, THe 
wna davable 
Toot targin 


ont 
he 


“Domestic” Electrie 


Writ greoee 4nd muslin 


Vacuum Cleaners, $26.95 


Complete With Attachments 


Made by the 
makers of the 
famous “Torring 


Electric Washing 
Machines, $77.50 == 


List Price $165.00 


arbage 


The {deal ma- 
chine for the ay 
erage-sized — fam- 
ily. Sturdily con- 
structed of galvan- 
ized steel and Ate 
red with steel re- 
volving cylinder, 
swinging wringer, 
concealed gears, 
dependable _moror 
and a safety te 
lease, Capacity 8 
sheets. 


Reservible Eleerrle 
Teanters, $0 


Higniy  nicber planed 


with Man noe 
re GE motor 
25 feet of rein 
forced cord, con. 
necting plug and 
Automall handle 
that remain an 
any wanted po 
sition. 


Feverveastinout  btna 
your Angers, . 7 


OF tOaat tent 


Sanitary Table Covers, 97¢ Each 
Reduced from $1 45 
Handgoatencited in dainty lighvtlnted designs 
in fant colors 
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illustrations it usually is advisable to show only the article 
advertised. Unnecessary detail should be left out. For 
example, in advertising shoes, it is usually better not to show 
the whole figure of a man or woman supposed to be wearing the 
advertised shoes. 


ARRANGEMENT OF ILLUSTRATIONS 


85. Advertisements always have a better appearance if 
the arrangement or distribution of illustrations is such as to 
give balance to the advertisement. It never is necessary to 
show a spotty or jumbled-up appearance. Proper selection of 
cuts to be used and practice in their proper placing always will 
assure a pleasing appearance. Figs. 76 and 77 are examples 
of advertisements that illustrate good balance of type and cuts. 
Where a large illustration is included, the best effect is obtained 
by placing it near the top of the space and distributing the 
smaller illustrations in the best way to insure symmetrical 
appearance. 

Many excellent arrangements may be secured if time is 
taken to experiment by shifting the illustrations around before 
the placing of the type matter is decided upon. The type will 
be easier to handle if the illustrations are placed first. 


SOURCES OF RETAIL ILLUSTRATIONS 


86. The large department and other retail stores in leading 
cities generally have an art department of one or more artists 
and in addition they use the services of outside local artists of 
experience in such work, to produce original illustrations for 
their advertisements. At times they make use of cuts furnished 
by the manufacturer of the merchandise, or occasionally secure 
cuts through a stock, or syndicate, cut service. The smaller 
stores in medium and small cities as a rule secure their illustra- 
tions through concerns furnishing stock, or syndicate, service, 
although they may at times have original illustrations made 
locally or in the larger cities where they can secure drawings of 
a better character. 
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BUYING CUTS FOR ILLUSTRATIONS 


87. Stock cuts to be used in retail advertising are made 
up in great variety both as to subject and size, by engraving 
houses in the large cities. These concerns issue catalogs that 
show proofs of the cuts and quote prices. The prices of these 
cuts range from 30 cents to several dollars each. The catalogs, 
which are sent free to advertisers on application, show illus- 
trations of a general nature as well as those of specific articles 
of merchandise. Fig. 78 shows a fair example of a simple stock 
cut. A cut like this would not cost more than 50 or 60 cents, 
and it could be used many times. Most of the stock cuts are 
made from drawings by professional 
illustrators, and they can be obtained 
without delay for drawing and making. 
They are sold at low prices because a 
number of copies of the same cut are 
made. 

A cut of the character shown in 
Fig. 78, made especially for the adver- 
tiser, would cost not less than one dol- 
lar for the engraving alone, and the 
drawing cost would be additional. 


88. Syndicate Cut Service.—In 
addition to a catalog of assorted cuts, 
a number of engraving concerns sell what is known as a 
syndicate cut service. That is, they send to their subscrib- 
ers every week or month a large proof sheet or pamphlet 
of new and seasonable cuts. As these concerns usually limit 
this cut service to one advertiser in a city or to one advertiser 
in a particular class (selling, for instance, to only one clothing 
house in a given territory) there is no danger of a competitor 
of the subscribing advertiser using the same illustration. It 
always is well to have an agreement with the engraver on this 
point, however. The syndicate service enables the retailer to 
get nearly all the cuts he needs and saves a great deal of time 
and expense. The big proof sheet is made up about a month 
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before the cuts are expected to be used, which enables 
the designers to include the latest thing in fashion, and gives the 
retailer time to select and get his cuts on hand in time for 
the advertising event for which they are to be used. To get the 
best syndicate service and to have the exclusive use in his own 
city, a retailer must agree to use enough cuts to bring the charge 
up to a stated amount each month. 


89. The particular disadvantage of any kind of stock or 
syndicate service is that the cuts do not always illustrate 
precisely the article the merchant desires to sell. He may want 
to offer a special lot of a particular model of corsets, but may 
not be able to get a stock cut that exactly represents them. 
Any good corset cut would draw attention to the notice of the 
sale, but it is obvious that the best plan is to have a cut that 
illustrates the article accurately. Readers may compare the 
cut with the description. In a case like this, the advertiser 
may be helped by the use of another kind of cut which he can 
get without having it made specially. 


90. Manufacturers’ Cuts for Retailers.—Retailers can 
readily secure accurate illustrations of much of the merchandise 
they carry by applying to the manufacturer of it, who will sup- 
ply electrotype cuts ready for use by the printer, free of charge. 
Such cuts are duplicates of those made from the original drawings. 

The use of these cuts gives retailers exact and accurate 
reproductions of the advertised articles. Their accuracy is 
their most valuable feature. Exactness of picturing is very 
important. In advertising a well-known make of shoes, for 
example, it will not do to use a picture of any shoe that happens 
to be on hand. It always is better practice to picture the 
identical shoe advertised. 


91. Often manufacturers furnish electrotypes of complete 
advertisements—type and cut in one piece—ready to be printed, 
thus saving the writing of advertisements. Such electrotypes 
almost always are prepared for the manufacturer by an adver- 
tising agency. They are the work of artists and writers of 
experience, who have made an exhaustive study of the article, 
its selling features and its uses. These advertisements contain 
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the correct representation of the merchandise from the view- 
point of the manufacturer. Such electrotypes come to the 
retailer with a space mortised for the insertion of his name and 
address by the printer. Some of them have blank space so 
' the retailer may advertise other lines of merchandise carried 


in stock. 


MAKING SIMPLE ILLUSTRATIONS 


92. The advertisement writer who possesses some ability 
to draw and to letter has advantages over the one who cannot. 
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But unless he is an accomplished illustrator he will save time and 
expense when a fine illustration is wanted by going at once to 
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some competent artist. In such cases it would be more econom- 
ical to pay a specialist $10, $20, or even $50 for a good drawing 
than try to get along with 

a home-made one. But in 

retail work, if the adver- 

tisement writer will give a 

little attention to drawing 

and lettering and will equip 

himself with a few drawing 

instruments, a drawing 

board, some drawing ink 

and a supply of drawing 

paper, he will be able to get 

up some simple illustrations 

himself. 


93. In Figs. 79, 80, 81, Pace) 
and 82 are shown reproductions of drawings comparatively 
easy to make. A bow-pen compass, for instance, is all that is 
required to make the draw- 
ing from which to produce 
the effective border cut 
shown in Fig. 79, while a 
ruler and drawing pen are 
all that are used to make a 
cut like that shown in 
Fig. 80. Figs. 81 and 82 
require some free-hand 
work. If a design of this 
kind is first drawn care- 
fully with a pencil and then 
gone over with ink, and 
all lines are made twice 
as long and twice as heavy 
as they are to appear in 
a the finished illustration, the 
result will be a cut of fair quality. Practice of this kind will 
also aid in preparing suggestions for artists 
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94. In using a cut like that shown in Fig. 82, the printer is 
expected to supply the border on the remaining three sides so 
as to complete the outline of the home savings bank. 


95. The ability to make good drawings of simple objects 
and to make suggestive sketches of more difficult subjects 
will often aid in securing 
work for advertisement 
writers, for it enables the 
writer to prepare a lay- 
out that will make his 
ideas clear to the adver- 
tiser. Furthermore, such ability enables the advertisement 
writer to present his ideas more clearly to the illustrator when 
a drawing is wanted. If a writer has a general knowledge of 
drawing and lettering, he will be a better critic of illustrations. 
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ILLUSTRATING OF LAYOUTS 


96. It is very important that the illustrations to be used 
in the advertisement be shown on the layout. In this way 
the advertisement writer can see the relation the illustration 
bears to the other elements of the advertisement, and thus be 
sure to allow enough space for it. Also, with a layout of this 
sort the printer will not be so likely to make mistakes. 


97. There are a number of ways in which illustrations can 
be shown on the layouts. If the cut is at hand, it can be 
stamped on the layout with the help of an ordinary rubber- 
stamp inking pad. The cut, after inking, should be placed 
face downwards on the layout, in exactly the position it is to 
appear, and then it should be pressed with the hand or struck 
alight blow. A little practice will show just how much pressure 
is needed to give a clear impression. A better impression of 
half-tones will be obtained by making the impression on coated 
paper laid on a piece of smooth cardboard. An old-fashioned 
letter-copying press is some times convenient, also. Engravers’ 
proofs are better than the direct impression from the cut. They 
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can be pasted on the layout. Or if the illustration already has 
been printed it may be clipped out of an old advertisement 
and pasted on the layout. When none of these means are 
available, the illustration may be sketched on the layout or the 
dimensions may be shown. 


98. In large advertisements with several cuts, unless the 
cut is stamped on the layout or a proof is used, it is advisable 
to number the spaces for illustrations to correspond with 
numbers on the cuts. The printer may have several cuts 
belonging to the advertiser, and it is important to show him 
just which one of themis wanted. The cuts should be so marked 
that there will be no chance for error in getting the top side up. 


99. When an advertisement is to be illustrated, the cut 
always should accompany the copy to the printer. In sending 
cuts by mail or by express, great care should be taken to pro- 
tect them from injury, by wrapping them in blotting paper, 
corrugated pasteboard, or similar material. If two or more 
cuts are to be shipped together, pasteboard or blotting paper 
should be placed between them. If a large number of cuts are 
to be sent away, a wooden box must be used for shipping. 


CLIPPINGS OF ADVERTISEMENTS AND PROOFS OF 
CUTS 


100. In most cases the advertisement writer must depend 
on himself for ideas in regard. to illustrations; therefore, it will 
be advisable to start a collection of clippings as a source of ideas 
and suggestions, using a special file to take care of them. One 
of the best and simplest methods of keeping such a file is to use 
a large envelope, one for each subject and each class of illus- 
trative effects, and each kind of idea. It is not advisable to 
copy another illustration. Let it merely suggest ways of getting 
up an original one. 

101. The advertisement writer should secure proofs of 


the cuts he expects to use at any time. These proofs should be 
pasted in a book and properly numbered and indexed. The 


158 ADVERTISEMENT ILLUSTRATION § 29 


numbers on the backs of the cuts should be made to correspond 
with the numbers in this book. Extra copies of proofs come in 
handy for pasting on layouts. If there are a great many proofs, 
a better plan is to use a drawer of a cabinet designed for vertical 
filing, and to paste the proofs on sheets that will stand on edge 
in the file. 


102. Cuts should be filed carefully in the advertiser’s 
office, face up, and with blotting paper or pasteboard on top, if 
other cuts are to be placed on them. The best method of filing 
them, however, is to put them in cabinets having drawers just 
deep enough to hold type-high cuts. Unusual care must be 
taken with half-tones, as they are easily scratched and spoiled. 


ADVERTISEMENT ILLUSTRATION 
(PART 2) 
Serial 1173B-2 Edition 2 


EXAMINATION QUESTIONS 


Notice to Students—<Study the Instruction Paper thoroughly before 
you attempt to answer these questions. Read each question carefully 
and be sure you understand it; then write the best answer you can. 
When your answers are completed, examine them closely and correct 
all the errors you can find; then mail your work to us. 


(1) What is the objection to type covering a portion of an 
illustration ? 

(2) Give an instance where it might be advisable to suggest 
a selling point by picturing the results of the use of the article 
rather than by illustrating the article itself. 

(3) What is accomplished by the use of what is called the 
gray process? 

(4) Explain an effective way of illustrating a steam pump 
the chief selling point of which is the simple construction of its 
interior mechanism. 

(5) Send an advertisement clipped from a magazine, show- 
ing an illustration in which the article advertised is emphasized 
or made more attractive by proper surroundings or appropriate 
backgrounds. 

(6) (a) What is the value of a good trade-mark character ? 
(b) Send an advertisement clipped from a newspaper or maga- 
zine showing a trade-mark character. 
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(7) (a) What is meant by the term balance as applied to an 
advertisement? (b) At what point is the center of balance? 


(8) Describe several ways of arranging illustrations when 
two are used. 


(9) In a department-store advertisement containing one 
large and several small illustrations, where should the large 
illustration be placed to secure the most pleasing arrangement ? 


(10) (a) What are the advantages of stock cuts? (bd) 
What is the disadvantage of stock, or syndicate, cuts? 


(11) In what different ways may an illustration be indi- 
cated on the layout in practical work? 


(12) Write and lay out an illustrated newspaper advertise- 
ment for a retailer in your town to promote the business of his 
camera department as a whole, but to feature some particular 
camera, which should be named and described briefly. You 
should tell whether the camera has fixed focus or is adjustable 
to distance, whether it is box or folding type, what size pictures 
it takes, and whether pictures are sharp and clear. You may 
offer a free picture album for a limited time if you desire. The 
advertisement should tie up with the national advertising of 
kodaks and should create desire to take pictures. You may 
decide what size of space and what style of illustration to use. 


(13) Make a layout for a well-illustrated, half-page, news- 
paper advertisement of men’s clothing, putting all display lines 
and illustrations on the layout. The object of this problem is to 
see how well the principle of balance is understood. Copy for 
the body matter need not be written. 


(14) Clip and paste on a sheet of paper the following-named 
examples of illustrations: (a) Vignette half-tone suitable for 
use in a booklet or catalog printed on enameled paper of good 
grade; (0) half-tone suitable for use in the large general maga- 
zines, such as McClure’s, Munsey’s, Everybody’s, Cosmopolitan, 
etc.; (c) half-tone suitable for use in newspaper advertising, 
assuming that the newspaper forms are to be stereotyped; (d) 
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illustration from stipple cut suitable for newspaper use; (e) one 
example of outline, whole-shaded or half-shaded line illustra- 
tion; (f) an advertisement showing the use of a mortised cut; 
(g) illustration from a combination line and half-tone engray- 
ing. 


Mail your work on this lesson as soon as you have finished it and 
looked it over carefully. DO NOT HOLD IT until another lesson - 
1s ready. 
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